amJ^D  INDUSTRIES 


iOURNAL  Of  THE  CANNING 


VOLUVE  SIXTY-ONE.  NUMBER 


A-r  BALTIMORE  EVERY  MONDAY 


MARCH  13,  1939 


Canco  books  tor  home  economisls  play 
important  role  in  canned  food  education 


★  There  are  two  reasons  why 
this  new  Canco  “Canned  Food  Facts”  will  be 
a  best  seller  for  you:  (i)  Facts  in  the  hands 
of  home  economists  are  a  powerful  selling  force 
for  all  canned  foods;  (2)  Home  economists 
are  so  enthusiastic  about  this  type  of  Canco 
literature  that  they  already  have  requested  over 
220,000  pieces.  This  new  book  covers  46  canned 
foods  in  an  interesting,  comprehensive  way. 
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CAMEROI^  BVILDS  VACUUM 
CLOSING  MACHINES  FOR  BOTH 
ROUND  AND  SQUARE  CANS 

Resourceful  Canners  are  improving  their  pro¬ 
ducts  and  reducing  costs  through  vacuum 
canning. 

The  machine  shown  above,  the  No.  158 
Vacuum  Closing  Machine  for  round  cans,  has 
a  pre-clinching  device,  for  sealing  liquid  pro¬ 
ducts  without  spill. 
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^HE  biggest  collective  appetite  in  the  world  is 
in  Uncle  Sam's  Army  .  .  .  how  those  boys  eat. 
From  molasses  to  corned  beef  .  .  .  from  salmon  to 
beans  .  .  .  the  tin  can  carries  the  best  of  food  to 
the  army. 

Heekin  offers  you  a  close  personal  interest  in  your 
problems  ...  a  friendly  desire  to  co-operate  with 
you  in  working  for  the  future.  No  cannery  served 
by  Heekin  worries  about  prompt  delivery  of  cans 
when  the  pack  is  on.  Your  success  is  our  responsi¬ 
bility.  Let's  talk  it  over. 

THE  HEEKIN  CAN  CO.  •  CINCINNATI,  OHIO 


March  13,  1930 


When  you  hove  a 

Conning  Problem 


ments  from  modern  plants  conveniently  located 
from  Coast  to  Coast. 

Looking  after  your  interests  is  a  group  of  men 
long  experienced  in  the  Industry,  well  prepared  to 
give  you  sound,  practical  advice  and  assistance. 

When  you  have  a  problem — write,  phone  or  wire 
Continental.  We’ll  come  to  your  aid  immediately. 


■  Whatever  your  problem.  Continental,  with  its 
tremendous  resources,  offers  every  facility  for 
greater  service  .  .  .  cans  of  highest  quality,  plain 
or  enamel-lined,  the  result  of  33  years  of  long  and 
intensive  development  and  research — aid  in  all 
canning  problems  thru  progressive  research — 
many  different  styles,  sizes  and  speeds  of  efficient 
closing  machines — and  unusually  prompt  ship¬ 


NEW  YORK  .  CHICAGO  •  SAN  FRANCISCO 


MONTREAL  •  TORONTO 


HAVANA 
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Dr.  D.  W.  BIGELOW 


Dr.  BIGELOW  IS  DEAD — That  announcement  will 
bring  widespread  regret  to  all  sections  of  this 
industry.  He  died  Monday,  March  6th  at  2  A.  M., 
and  his  funeral  took  place  in  Washington,  Tuesday, 
March  7th  at  10:30  A.  M. 

The  industry  had  its  first  shock  when,  upon  assembl¬ 
ing  of  the  National  Convention  in  Chicago,  Dr.  Bigelow’s 
absence  was  noted,  and  it  was  explained  that  he  was 
confined  to  the  hospital.  This  was  the  first  time,  we 
believe,  that  the  Doctor  was  absent  since  the  formation 
of  the  National  Canners  Laboratories  in  1912. 

Dr.  Willard  Dell  Bigelow  first  came  to  the  attention 
of  this  industry,  upon  the  passage  of  the  Food  and 
Drug  law  in  1906,  when  he  was  assistant  to  Dr.  Harvey 
W.  Wiley,  the  father  and  implimentor  of  that  great 
law,  in  the  then  United  States  Bureau  of  Chemistry. 
As  Chief  of  the  chemistry  division  he  drew  the  job  of 
forming  the  enforcement  corps,  consisting  of  Food  and 
I'rug  Inspectors,  and  the  building  of  a  Laboratory 
]i!drsonnel  to  “run”  the  samples  of  foods  and  drugs,  out 
r  C  which  came  not  alone  the  “cases”  against  offenders, 
but  of  greater  interest  and  influence,  the  Regulations 
Older  which  the  law  operated.  His  personality  in 
1  -MS  work  was  outstanding,  proving,  as  he  did,  a  most 
u'-pendable  second  or  assistant  to  Dr.  Wiley.  And  it 
V  as  not  an  easy  task,  for  opposition  to  this  previously 
I  iiheard  of  sort  of  law  was  vicious,  and  political  in- 
iience  was  exerted  to  the  maximum.  Dr.  Wiley  was 
l.’ind  and  deaf  to  such  efforts  of  political  influence, 
'  ';d  Dr.  Bigelow  heartily  seconded  him. 


Then  in  1913,  The  National  Canners  Association  took 
him  away  from  the  Government,  to  head  the  new 
laboratories  it  had  decided  to  establish,  and  how  well 
he  accomplished  this  task  all  the  world  now  knows,  for 
these  laboratories  stand  head  and  shoulders  above  other 
industrial  laboratories  of  the  world.  The  National 
Canners  Association  laboratories  set  the  pace  which 
has  been  followed  by  the  innumerable  laboratories  now 
dotting  the  earth.  But  starting  as  Chief  of  the  Chemis¬ 
try  division  of  the  National  Canners  Association 
laboratory  with  Dr.  Averil  Wayne  Bitting  in  charge 
of  Food  technology,  they  had  to  plan  a  course  in  a 
previously  uncharted  sea :  to  learn  first  what  was 
wanted,  what  was  needed,  and  then  the  means  of  doing 
it,  for  remember  in  those  days  science  and  bacteriology 
as  applied  to  the  canning  of  foods  were  both  in  their 
infancy.  The  tasks  loomed  large  and  numerous,  so 
numerous  that  they  hardly  knew  which  to  start  on  first. 
Later  Dr.  Bitting  changed  over  to  the  Glass  Packed 
industry,  but  Dr.  Bigelow  went  steadily  on,  unravelling 
and  straightening  out  more  and  more  of  the  industry’s 
problems,  gradually  building  up  around  him  a  corps  of 
assistants,  and  establishing  new  laboratories  at  stra¬ 
tegical  points  until  today,  one  is  tempted  to  say  that, 
from  a  scientific  point  of  view,  they  now  have  the 
industry  in  hand.  And  through  it  all  Dr.  Bigelow  went 
his  way  smiling,  always  able,  enjoying  the  great  work. 
The  industry  has  lost  a  great  character,  whose  name 
will  be  remembered  while  canned  foods  last. 

“ON  MAKING  A  PRICE” — As  a  companion  piece 
to  the  very  excellent  article  by  Vice-President  John 
Burgess,  of  the  Northwestern  National  Bank  and  Trust 
Company,  Minneapolis,  which  we  reproduced  in  our 
issue  of  November  28th,  and  were  obliged  to  republish 
in  bulletin  form  to  meet  the  wide  demand  for  it,  we 
now  have  the  pleasure  of  reproducing  another  eminent 
pronouncement  along  much  the  same  line.  This  article 
as  we  have  above  quoted  it,  appeared  in  “Printers’  Ink” 
of  February  2nd,  1939,  and  it  is  due  to  the  kindness  of 
the  publishers  of  that  renowned  paper  that  we  are 
permitted  to  give  it  to  you  herewith. 

The  whole  problem  of  the  canner  is  better  selling,  a 
job  which  every  canner  in  the  business  will  have  to 
learn  if  he  expects  to  remain  in  business.  The  sooner 
you  recognize  this,  and  start  the  course,  the  sooner 
you  will  find  the  difficulties  now  weighing  down  the 
industry  disappear.  “On  Making  A  Price”,  it  seems  to 
us,  is  basic  in  any  such  study,  and  we  urge  you  to  read 
the  following  in  that  light.  The  truths  the  author, 
A.  H.  Deute,  gives  you  will  be  recognized  by  all  as  the 
basic  cause  of  most  of  our  marketing  troubles. 

For  your  own  sake  read  this  and  digest  it  fully.  The 
article  reads: 
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ON  MAKING  A  PRICE 

By  A.  H.  Deute 

Printers  Ink,  New  York  City,  Issue  February  2,  1939 
(Copyrighted.  Reproduced  by  Permission) 

A  NUMBER  of  years  ago,  James  Curran,  then,  as  now,  the 
man  who  says  what  Reeves  in  New  York  will  buy  and 
what  they  won’t  buy,  said  to  me:  “I  don’t  expect  a  man  to 
figure  me  a  price  which  will  show  him  a  loss.  I  don’t  expect 
a  man  to  quote  me  below  his  best  price  to  anybody  else.  But  I 
do  expect  that  he  isn’t  selling  anybody  else  for  less  than  he 
quotes  me.” 

That  remark,  made  in  passing,  has  stayed  with  me  over  a 
considerable  period  of  time.  It  impressed  me  as  the  fair  posi¬ 
tion  of  a  fair-minded  buyer  to  take — a  good  position  for  the 
seller  to  try  to  develop. 

There  are  men  at  the  buying  end  of  business  who  seem  to  feel 
that  there  is  nothing  for  them  to  do  except  to  hammer  prices 
down — ^that  regardless  of  the  price  quoted,  the  answer  must  be, 
“Too  high!”  But  such  buyers  are  not  the  professional  buyers 
who  have  the  long-range  view  toward  their  own  houses. 

C.  W.  Ritter,  now  with  the  Hill  Stores  in  Los  Angeles,  but 
when  I  first  knew  him,  buyer  for  Williams  Halsell  Frazier  in 
Oklahoma  City,  summed  it  up  neatly  one  time  when  he  said  to 
me:  “My  job  isn’t  to  try  to  bankrupt  our  sources  of  supply, 
even  if  I  could.  My  job  is  to  attract  to  our  stocks  merchandise 
well  made  or  economically  produced  which  makes  money  for  the 
seller,  which  comes  to  us  at  an  attractive  figure,  and  which  we 
can  sell  at  a  profit,  but  which  will  also  move  for  the  retailer.  My 
job  is  to  get  merchandise  that  will  move.  Just  buying  some¬ 
thing  cheap  is  no  problem.  Buy  it  properly,  with  an  eye  to 
the  sales  possibilities  is  my  job.  One  of  the  essentials  is  to  see 
to  it  that  I  buy  from  solvent,  money  making  sources  of  supply, 
so  they  won’t  go  out  of  business  on  us  and  leave  us  with 
orphan  brands.  There  is  no  sense  in  my  trying  to  load  our 
warehouses  with  a  lot  of  cheap  goods  which  won’t  sell  or,  if  they 
do  sell,  won’t  repeat.” 

Oftentimes,  I  think  that  the  great  difference  between  the  out¬ 
standing  professional  buyers  and  the  chaps  who  just  hammer 
down  prices  is  that  the  greater  the  buyer,  the  more  of  a  sales¬ 
man  he  is  at  heart.  His  conception  of  buying  is  not  to  stock 
his  warehouses,  but  to  keep  merchandise  on  the  move. 

But  in  all  fairness  to  the  professional  buyer,  he  is  often  in  an 
uncomfortable  position.  I  know  a  buyer  who  looked  at  some 
canned  fruit  salad  and  cocktail.  He  asked  the  broker  his  price. 
It  seemed  a  correct  price.  The  buyer  bought  a  car.  A  month 
later  he  heard  that  another  wholesale  grocer  had  bought  a  car 
of  the  same  pack  for  5  cents  a  case  less.  He  asked  the  broker 
about  it.  The  broker  very  naively  replied  that  the  second 
buyer  had  hammered  him  down  so  unmercifully  he  weakened 
and  dropped  the  price  5  cents.  The  only  thing  that  might  be 
said  in  favor  of  the  broker  was  that  he  was  honest  about  it. 
As  a  matter  of  fact,  he  did  the  first  buyer  a  great  injustice. 

Of  course,  there  again,  we  come  face  to  face  with  the  un¬ 
fortunate  practice  of  giving  salesmen  sliding  scales  of  prices. 

The  salesman  with  a  sliding  scale  is  in  perpetual  hot  water. 
In  the  first  place,  a  keen  buyer  seems  to  sense  at  once  when  a 
salesman  has  a  sliding  scale,  and  he  immediately  drives  for  the 
bottom.  And  even  then  he  isn’t  sure  he  hit  bottom  and  he  is 
perennially  uncertain  and  suspicious.  No  buyer  ever  develops 
real  confidence  in  any  house  which  has  a  sliding  scale  of  prices, 
other  than  the  regular  published  prices  and  terms.  The  buyer 
himself  feels  constantly  uncomfortable  dealing  with  a  house 
which  is  open  to  “dickering.”  The  buyer  can  never  feel  sure 
that  he  is  getting  the  best  he  can  for  his  house.  So  he  must 
constantly  pry  and  prod  around. 

That  is  why  we,  in  our  business,  have  established  a  set  and 
definite  price  list — and  there  we  stand.  It  is  true  that  many  a 
time  we  could  get  an  order  for  a  car  or  two  if  we  made  “a 
price.”  But  it  would  mean  that  for  the  sake  of  that  one  order 
(on  which  we  probably  wouldn’t  make  any  money  anyway)  we 
would  establish  unsound  and  uncomfortable  relations  with  that 
buyer.  The  mere  fact  that  he  had  broken  through  our  price 
structure  is  enough  to  keep  him  suspicious  for  an  endless  period. 

Then,  there  is  a  salesman’s  slant  which  ever  so  many  sales¬ 
men  seem  to  overlook  and  handle  poorly.  That  is  the  attitude 


of  the  salesman:  “Well,  our  price  is  so  and  so.  I  can’t  do  any 
better.  But  I’ll  submit  your  offer!" 

That  business  of  “submitting  an  offer”  is  about  as  inane  and 
demoralizing  a  practice  as  a  salesman  can  invent  if  he  wants  to 
keep  himself  in  utter  misery — if  he  wants  to  destroy  the 
prospect’s  confidence  in  his  house — if  he  wants  to  help  his  house 
maintain  a  price  structure. 

As  we  write  this,  we  are  in  the  middle  of  straightening  out  a 
new  man.  He  looks  like  a  good  salesman.  He  is  apparently 
hard  working  and  is  sincere.  But  he  has  brought  with  him  one 
obvious  and  very  bad  habit.  He  has  apparently  worked  for  a 
house  which  would,  in  a  pinch,  submit  to  pressure  and  “make  a 
price.” 

KEPT  TO  THE  LIST  FOR  TEN  DAYS 

We  gave  him  a  very  definite  price  list  in  writing.  And  we 
told  him  that  that  is  the  list — and  that  is  all  there  is  to  it. 
He  worked  along  for  about  ten  days  and  this  morning  in  the 
mail  there  comes  an  order  from  a  “new  customer”  for  a  full 
car,  but  carrying  a  concession  of  4  cents  a  case.  With  it,  a 
letter  from  the  salesman  saying  that  the  buyer  was  not  inclined 
to  pay  more,  but  had  offei’ed  a  car  order  at  the  reduced  price 
and  the  salesman  felt  he  should  “submit  the  offer.” 

Now  we  will  write  to  this  salesman  and  say  to  him:  “Boy,  here 
is  where  you  have  made  yourself  look  small  in  the  eyes  of  the 
buyer.  Also  you  have  made  him  lose  at  least  a  certain  amount 
of  confidence  in  the  house.  Certainly,  you  have  built  up  no 
good-will  and  prestige  for  us. 

“You  went  to  him  and  quoted  him  a  price.  You  were  acting 
with  assurance  and  in  a  definite  manner.  Then  he  probes  around 
to  see  if  he  can  break  your  price — to  see  if  we,  as  a  business, 
really  had  a  price  policy  or  whether  you  were  merely  bluffing. 
When  he  made  you  that  offer  at  a  reduced  price,  you  had  your 
fine  chance  to  tell  him  that  you  had  quoted  him  the  best  price 
the  first  time — and  by  standing  tight  on  the  price,  you  would 
have  at  least  made  him  sui’e  that  we  are  a  reliable  concern  so 
far  as  price  goes. 

“When  you  agi’eed  to  submit  his  offer  at  a  lowered  price,  you 
tacitly  said  to  him:  ‘I  don’t  really  know  if  we  have  a  price 
policy  or  not.  Maybe  we  have — maybe  we  haven’t.’ 

REFUSED  THE  ORDER 

“Now,  of  course,  we  are  sending  the  offer  back  to  you,  as  we 
shall  not  be  able  to  accept  it.  You  are  a  new  man,  so  we  will 
overlook  this  slip  this  once.  But  don’t  do  it  again.  Do  not 
unsettle  the  buyer’s  mind  by  submitting  orders  at  other  than 
our  regular  published  prices  and  terms.  Remember  when  you 
do,  you  first  of  all  make  him  lose  confidence  in  you.  He  knows 
that  you  are  really  not  in  tune  with  the  house  and  he  naturally 
wants  to  deal  with  a  representative  he  can  rely  upon.  Such 
a  man  MUST  know  the  house  policy  on  price.  You  showed  him 
you  either  did  not  know  it  or  that  we  will  ‘dicker’  on  price. 
Either  way,  you  made  yourself  and  us  look  badly.  And  now 
the  order  is  being  returned  anyway,  and  you  have  to  start  all 
over  again,  but  at  a  handicap.  Just  don’t  do  it  again.” 

Recently  I  was  talking  to  a  man  just  starting  his  first  job  as 
a  sales  manager.  He  told  me  the  price  of  his  line.  I  said, 
“Isn’t  that  5  cents  a  case  higher  than  your  company  has  been 
getting?” 

“Yes,”  he  said.  “I  put  the  price  up  a  nickel  so  that  I  have  a 
margin  to  play  with.  I  can  come  down  if  the  pressure  is  too 
great.” 

Here  was  an  interesting  demonstration  of  callow  youth  in 
management.  Soon  he  will  know  that  the  entire  sales  force  and 
most  of  his  customers  and  prospects  will  know  about  the  5-cent 
spread  and  will  be  down  at  the  bottom.  Nothing  will  have  been 
gained.  On  the  other  hand,  every  salesman — every  buyer  will 
be  constantly  trying  to  get  a  little  more  reduction.  And  the 
most  unfortunate  part  is  that  that  sales  manager,  being  a 
chap  who  likes  to  have  “a  little  something  to  play  with”  will 
soon  be  giving  away  another  nickel. 

I  often  think  that  the  most  vicious  influence  of  a  sliding  scale 
or  a  willingness  to  look  at  a  lower  offer  is  upon  the  sales  force. 
Once  let  a  sales  force  know  that  the  management  will  consider 
lower  prices,  there  isn’t  a  salesman  who  can  have  a  sense  of 
security.  He  cannot  be  certain  he  is  giving  his  customers  the 
best  price.  He  is  susceptible  to  the  pressure  of  every  buyer. 

(Continued  on  page  26) 


PRIZE  WINNERS 
in  PACKAGING 
COMPETITION 


H.  J.  Heinz  Company  repeated  its  success  in 
taking  All  -  America  Package  Competition 
awards  when  its  corrugated  Strained  Foods 
floor  stand  won  honors  in  the  Floor  Display 
Group  of  the  current  contest  sponsored  by 
Modern  Packaging  Magazine. 

This  is  a  strong  and  efficient  floor  unit, 
printed  in  an  appealing  light  and  dark  blue, 
with  12  bins  ingeniously  arranged  and  labelled 
to  stock  the  Heinz  varieties  and  yet  not  sacri¬ 
ficing  one  iota  of  the  “Help  Yourself”  idea. 

The  unit  was  designed  and  manufactured  by 
The  Hinde  &  Dauch  Paper  Company  of  San¬ 
dusky,  Ohio. 

The  display  ships  flat  and  is  a  one-piece 
affair  as  far  as  dealer  set-up  is  concerned. 
When  set  up,  however,  it  assumes  the  pro¬ 
portions  of  a  square  base  (to  give  solidarity 
and  height)  supporting  a  sloping  bin,  exposing 
the  stocked  and  neatly  arranged  merchandise, 
topped  by  a  display  card  featuring  an  enticing 
youngster’s  head,  spoon  in  hand.  The  entire 
display  surface  carries  appropriate  sales  mes¬ 
sage  and  trademarking. 


*'''Eet  cob'* 


BEECH-NUT  WINS  FOURTH  CONSECUTIVE 
AWARD 

The  excellence  of  the  label  designs  for  the  Chopped  Foods, 
Canned  Soups,  and  condiment  packages  of  the  Beech-Nut 
Packing  Company,  Canajoharie,  N.  Y.,  was  responsible  for  their 
selection  as  an  award  in  the  Label  and  Seal  Group  of  the  1938 
All-America  Package  Competition,  and  brings  them  their  fourth 
consecutive  award  in  this  annual  affair. 

In  1935  their  Christmas  Assortment  was  given  a  silver  award 
in  the  Metal  Container  Group;  in  1936,  their  Luster-Mints  won 
the  silver  award  in  the  Opaque  Wraps  Group,  and  again,  in 
19.37  they  took  a  silver  award  in  this  latter  group  with  their 
Assorted  Biscuits  package. 

This  new  award  covers  (1)  the  Beech-Nut  Chopped  Baby 
Foods  (carrots,  prunes,  spinach,  green  beans,  beets,  vegetable 
soup)  packed  in  glass  jars  with  Vapor-Vacuum  Sealed  metal 
caps;  (2)  the  five  brands  of  Beech-Nut  Soup  (cream  of  pea, 
mushroom,  corn  chowder,  vegetable,  tomato)  which  are  distinctly 
nc‘,v  products  in  the  Beech-Nut  family,  and  (3)  the  condiments, 
I’cech-Nut  Catsup  and  Beech-Nut  Chili  Sauce. 

The  job  of  modernization  and  standardization,  with  special 
f"iphasis  to  cleaning  up  and  renovating  the  Beech-Nut  oval 
ti  idemark,  was  accomplished  by  designer  Arthur  S.  Allen,  New 
York  City,  and  Ralph  Foote  of  the  Beech-Nut  Co.  The  red 
("indiment  labels  consist  almost  entirely  of  the  trademark,  from 
"hich  all  unnecessary  wording  has  been  removed,  a  skirt  added 
the  oval  where  it  appears  alone,  and  with  additional  wording 
the  skirt.  Heightened  product  identification  for  the  new 
C'lOpped  Foods  line  is  obtained  through  natural  color  reproduc- 
!  •  n  of  a  baby’s  face  in  the  center  of  the  label.  This  is  an 
<  1  over  diamond  pattern  background  label,  in  blue,  with  a 
‘  .nd  of  red  emphasizing  the  words  “chopped  foods.”  The  soup 
’  el  has  the  same  diamond  pattern  background,  in  orange,  with 
-  quare  maroon  front  panel  carrying  the  Beech-Nut  trademark 
1  a  minimum  of  lettering.  Further  details  are  contained  in 
• -  e  back  buff  panel,  with  lithographing  in  red  and  green. 


BONNIE  BRAND  FOOD  LABEL  IS  GIVEN 
RECOGNITION 


The  Bonnie  Brand  label  which  won  top  honors  in  the  Label 
and  Seal  Group  of  the  1938  All-America  Package  Competition, 
sponsored  by  Modern  Packaging  Magazine,  is  as  attractive  to 
the  eye  as  the  quality  of  its  contents  is  satisfying  to  the  palate. 

This  distinctive  line  of  food  products  is  merchandised  by  the 
United  Public  Markets,  Inc.,  of  Providence,  R.  I.,  and  depicts 
the  products  in  appetizing  natural  color  photography,  high¬ 
lighted  against  an  all-over  red  plaid  wool  material  background. 
The  grapefruit,  beets,  carrots  and  peaches,  in  fact  all  Bonnie 
Products,  thus  reproduced,  have  instantaneous  appetite  appeal 
and  quality  appearance. 

Credit  on  this  prize-winning  award  is  given  to  Stecher-Traung 
Lithograph  Corporation,  Rochester,  N.  Y.,  for  designing  and 
printing  the  labels.  Cans  were  supplied  by  the  American  Can 
Company,  New  York  City. 


“State  of  Maine”  Corn  Display  Chosen  for 
All-America  Award 

JUDGES  of  the  1938  All- America  Package  Competition, 
sponsored  by  Modern  Packaging  Magazine,  selected  the 
State  of  Maine  Corn  “Jumble  Tray”  Floor  Display  for  an 
award  in  the  Floor  Display  Group  because  of  its  ingenious, 
patented  construction. 

The  display  consists  of  a  giant  sized,  red,  white  and  blue 
symbolic  can  of  Maine  corn,  the  top  portion  of  which  supports 
the  lifted  apron  of  a  charming  young  “Maine  Corn  Girl”  photo¬ 
graphed  in  full  color  in  red  checked  gingham  bonnet  and  dress. 
Actual  cans  of  various  varieties  of  State  of  Maine  corn  are 
jumbled  in  her  dress  apron.  The  whole  effect  is  most  realistic 
and  appealing,  and  is  a  splendid  promotion  piece  for  State  of 
Maine  canners. 
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The  prize-winning  display  embodies  several  functional  points. 
The  “Jumble  Tray”  is  in  the  form  of  an  inverted  cone,  so  that 
the  products  always  slide  in  jumbled  form  to  the  bottom  of 
the  cone.  The  cylindrical  shape  of  the  giant  size  lithographed 
replica  base  and  the  outward  pressure  of  the  merchandise  make 
this  display  very  rigid.  It  can  be  easily  picked  up,  and  yet 
will  hold  as  much  weight  as  a  man  can  lift.  Another  ingenious 
feature  is  the  interchangeable  set  of  price  discs  which  may  be 
slipped  into  two  notches  provided  at  the  upper  right  of  the 
display. 

This  display  was  designed  and  created  by  Brooke,  Smith, 
French  and  Dorrance,  New  York  City,  in  collaboration  with 
the  Einson-Freeman  Company,  Long  Island  City,  N.  Y.  Board 
used  was  supplied  by  the  Lowe  Paper  Co.,  Ridgefield,  N.  J. 

BIRDS  EYE  RECEIVES  AWARD 

It  has  been  announced  that  the  Birds  Eye  Frosted  Poods  full 
color  window  display  has  been  selected  for  an  award  in  the 
Display  Group.  This  four-piece  display  is  a  remarkable 
achievement  in  the  almost  uncanny  reproduction  of  foods  by 
color  photography  with  the  “split  spectrum”  process  of  deep 
etch  lithography  by  Einson-Freeman  Co.,  Long  Island  City, 
New  York. 

The  Birds  Eye  display  depicts  a  charming  girl  holding  forth 
a  cellophane  wrapped  quick-frozen  chicken  in  one  hand  and 
several  packages  of  other  Birds  Eye  Frosted  Foods  in  the  other. 
Bottom  half  of  the  main  display  and  two  side  panels  show 
many  appetizing  foods  all  cooked  and  on  the  table.  Open 
boxes  of  other  Birds  Eye  Foods,  representative  of  the  Birds 
Eye  line  of  over  60  products,  are  reproduced  in  full  color. 
The  transparency,  freshness  and  color  of  the  food  is  perfectly 
reproduced,  making  the  prize-winning  display  a  potent  sales 
weapon  for  the  moi'e  than  5,000  retail  food  stores  now  selling 
Birds  Eye  Frosted  Foods.  Consumers  can’t  help  but  be  im¬ 
pressed  by  the  freshness  and  just-picked  flavorful  appearance 
of  these  modern  foods  when  they  see  Corn  on  the  Cob,  Rasp¬ 
berries,  Lobster  Meat  and  many  other  foods  on  display  in  such 
a  colorful  manner. 

ANNENT  STANDARDS  FOR  TOMATOES 

NUMBER  of  canners  in  the  East  and  the  West 
have  asked  the  Food  and  Drug  Administration 
to  drop  the  provision  in  a  proposed  standard  of 
identity  for  tomato  juice,  following  the  initial  sugges¬ 
tion  made  last  January  by  Libby,  McNeill  &  Libby. 
The  provision  would  permit  only  the  application  of 
external  heat.  The  Libby  representatives  contend  that 
the  phrasing  of  the  standard  which  provided  for  crush¬ 
ing  and  straining  of  tomatoes  “with  or  without  external 
application  of  heat”  would  force  the  company  to 
abandon  a  steam  processing  method  on  which  it  holds 
a  patent. 

The  canning  interests  who  have  joined  in  the  tomato 
standards  move  are  the  California  Packing  Corpora¬ 
tion;  the  Baltimore  Canned  Foods  Exchange;  Eastern 
Shore  of  Virginia  Packers  Association,  Tidewater  Can¬ 
ners  Association,  Virginia  Canners  Association,  Tri- 
State  Packers  Association,  Inc.;  H.  A.  Johns,  produc¬ 
tion  manager,  Welch  Grape  Juice  Co.,  Westfield,  N.  Y. ; 
A.  F.  Dreyer,  Indianapolis;  Preston  McKinney,  vice- 
president  and  secretary,  Canners  League  of  California. 

These  organizations  have  joined  in  other  suggested 
changes,  such  as  making  “tomato  puree”  and  “tomato 
pulp”  interchangeable  in  puree  definition;  that  the 
term  “red”  in  reference  to  tomatoes  be  altered  to  “red 
or  reddish”;  that  tomato  juice  standard  be  amended  to 
permit  use  of  yellow  tomatoes  (labels  so  indicating), 
also  that  the  terms  “catsup”,  “ketchup”,  and  catchup” 
be  used  interchangeably. 


CORN  CANNERS’  BUREAU  INCORPORATED 

HE  Trustees  of  the  Corn  Canners  Service  Bureau 
met  in  Chicago,  Ill.,  on  March  5th  and  6th,  1939. 
Articles  of  Incorporation  were  drawn  up  and  a 
Charter  applied  for.  The  Offices  of  the  Corn  Canners 
Service  Bureau  w'ill  be  located  at  Room  1311,  111  West 
Monroe  St.,  Chicago,  Ill. 

Wilbur  G.  Carlson  was  employed  as  Secretary- 
Treasurer,  to  take  office  on  March  16th,  1939.  Mr. 
Carlson  has  been  with  the  Wisconsin  Agricultural 
Department  for  the  past  six  years,  merchandising  Wis¬ 
consin  agricultural  products.  Recently  he  has  been 
Manager  of  the  Wisconsin  Agricultural  Authority. 
Under  his  direction  the  merchandising  program  in 
Wisconsin  has  been  unusually  successful.  He  has  had 
many  contacts  with  Canners  and  is  well  aware  of  many 
of  their  problems.  All  who  have  had  any  experience 
with  Mr.  Carlson  speak  very  highly  of  his  ability, 
integrity  and  energy. 

On  March  16th  Wilbur  G.  Carlson  will  start  on  a 
tour  to  every  Corn  canning  section  of  the  country,  to 
meet  with  Corn  Canners  and  allied  interests  at  sec¬ 
tional  meetings.  At  these  meetings  the  many  problems 
facing  the  corn  canning  industry  will  be  discussed  and 
an  attempt  made  to  work  out  a  practical  solution. 

The  Corn  Canners  Service  Bureau  is  meeting  with 
unusual  acceptance  within  the  industry,  and  it  is  ex¬ 
pected  a  great  deal  of  good  will  result  from  the  efforts 
being  put  forth. 

• 

HEARINGS  ON  FRUIT  STANDARDS 
UNDER  NEW  FOOD  ACT 

IN  accordance  with  the  requirements  of  the  new 
Federal  Food,  Drug  and  Cosmetic  Act,  public  hear¬ 
ings  will  be  held  April  10,  1939,  for  the  purpose  of 
giving  the  industry  and  consumers  opportunity  to  pre¬ 
sent  facts  on  which  can  be  based  an  order  promulgating 
definitions  and  standards  of  identity,  quality,  and  fill 
of  container  for  canned  peaches,  canned  apricots, 
canned  pears,  and  canned  cherries.  The  forms  of  state¬ 
ment  required  on  the  label  in  certain  instances  also  will 
be  discussed.  Similar  public  hearings  on  a  definition 
and  standards  of  identity,  quality,  and  fill  of  container 
for  canned  peas  are  scheduled  for  April  17. 

These  hearings  will  begin  at  10:00  A.  M.  and  will 
be  held  in  the  South  Ballroom,  10th  floor,  Raleigh  Hotel, 
12th  and  Pennsylvania  Avenue,  N.  W. 

Those  w'ho  are  unable  to  attend  in  person  are  invited 
to  submit  their  testimony  in  affidavit  form,  although 
in  the  consideration  of  affidavits  it  will  be  necessary  for 
the  Secretary  to  take  into  account  the  lack  of  oppor¬ 
tunity  for  cross-examination.  Affidavits  should  be 
addressed  to  Mr.  John  McDill  Fox,  Office  of  the  Solici¬ 
tor,  Department  of  Agriculture,  Washington,  D.  C., 
who  has  been  designated  by  the  Secretary  of  Agricul¬ 
ture  as  the  presiding  officer  to  conduct  the  hearings. 
Rules  of  procedure  for  conducting  these  hearings  will 
be  found  in  the  Federal  Register  of  January  13,  1939. 

The  proposed  definitions  and  standards,  as  well  as 
the  forms  of  required  statements,  are  published  in  the 
March  7,  1939  issue  of  the  Federal  Register,  which 
can  be  obtained  from  the  Superintendent  of  Documents, 
Government  Printing  Office,  Washington,  D.  C.  The 
price  of  a  single  copy  is  10  cents. 
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1^  ,  this  , 

.Mc\'»^’'''®'^’  \  '^0°®  _ _ 

F.  H.  WOODRUFF  &  SONS,  INC,  Milford,  Conn.,  Toledo,  Ohio,  Bellerose,  L.  I.,  N.  Y 


PHILLIPS  SALES  COMPANY,  Inc. 

Brokers  and  Commission 

Ganned  ^oods  an^  Ganners  Supplies 

Located  in  the  heart  of  Maryland’s  great  packing  industry.  Brokers 
and  representatives  desired  in  all  markets.  Packers’  accounts  solicited. 

CAMBRIDGE  •  MARYLAND.  C.  S.  A. 


FOUR  TYPES 


FOUR  PRICES 


Tomato  Field  Baskets 

Progressive  canners  everywhere  use  f  baskets  instead  of 
old  fashion  field  crates  because  they  save  time,  labor,  space 
and  money.  Tomatoes  keep  longer  in  Baskets  because  of 
thorough  ventilation.  We  are  the  largest  manufacturers 
in  the  United  States. 

Write  us  for  prices 

PLANTERS  MANUFACTURING  CO.,  Inc. 

PORTSMOUTH.  VIRGINIA 
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VIRGINIA  CANNERS  MEET 

c.  B.  price:,  Riverdale  Canning  Company,  Stanton,  Virginia, 
was  re-elected  President  of  the  Virginia  Canners  Association  at 
the  thirtieth  annual  convention  of  that  organization,  held  at 
Roanoke,  March  1  and  2.  R.  J.  Bolton,  G.  H.  Berkholder  and 
W.  P.  Mundy  were  elected  Vice-Presidents  and  F.  W.  Brough, 
Secretary-Treasurer.  Mr.  Price  begins  his  sixth  term  as 
President  of  the  Association.  On  the  afternoon  of  the  first  day 
S.  H.  Champlin,  Research  Department,  Heekin  Can  Company, 
conducted  an  interesting  cutting  and  grading  demonstration  of 
tomato  packs  from  Virginia,  Indiana  and  the  Ozarks  and  made 
many  suggestions  for  the  improvement  of  quality  within  the 
can.  He  emphasized,  particularly,  the  selection  of  vine  ripened 
fruit  free  from  deep  cracks  and  care  in  trimming  as  a  means 
to  high  quality.  He  called  especial  attention  to  proper  cultural 
methods  in  the  growing  of  the  crop ;  the  necessity  for  the 
retention  of  moisture  in  the  soil  and  suggested  the  use  of 
cyanamid  turned  under  with  green  manure  to  assure  abundant 
foliage. 

Otto  Lowe,  Secretary  of  the  Eastern  Shore  of  Virginia 
Packers,  took  as  his  subject  the  Wage  and  Hour  law.  J.  W. 
Holmquist,  Research  Department  of  Continental  Can  Company, 
was  scheduled  to  address  the  meeting  but  was  unable  to  attend 
because  of  illness.  G.  L.  Steinmetz  read  Mr.  Holmquist’s  paper 
which  contained  many  valuable  suggestions  for  the  production 
of  a  satisfactory  tomato  pack,  thoroughly  covering  the  subjects 
of  raw  stock  and  its  handling,  inspection,  washing,  scalding, 
peeling,  filling,  exhausting,  processing  and  cooling. 

Frank  Shook,  Secretary  of  the  Tri-State  Packers  Association, 
told  briefly  of  the  hearings  recently  held  in  Washington  for  the 
formulation  of  definitions  and  standards  of  identity  of  canned 
tomatoes  and  tomato  products.  He  warned  that  care  must  be 
exercised  to  see  that  old  labels  conform  to  the  new  food  law 
before  being  used  for  this  coming  season’s  packs.  If  the  old 
labels  are  legal  under  the  present  law  they  may  be  permitted 
after  June  25  of  this  year,  provided  they  carry  the  name  and 
address  of  packer  or  distributor.  Simply  because  the  label  was 
satisfactory  for  use  under  the  old  law  does  not  make  it  so  under 
present  regulations,  he  reminded.  Mr.  Shook  suggested  that 
canners  submit  their  labels  to  someone  who  has  made  a  thorough 
study  of  the  law  for  opinion  and  suggestion. 

William  A.  Free,  Secretary  of  the  Pennsylvania  Canners 
Association,  told  of  the  merchandising  plan  adopted  by  Pennsyl¬ 
vania  canners  to  sell  the  consumers  within  that  state.  A  survey 
of  the  market  possibilities  at  home  revealed  that  the  finest 
market  in  the  world  for  Pennsylvania  canners  was  right  in 
their  own  back  yard.  As  a  result  of  these  findings,  a  campaign 
was  begun  in  the  first  week  of  January  to  better  educate  the 
people  of  Pennsylvania  about  canned  foods.  To  begin,  30,000 
window  posters  bearing  the  slogan  “Buy  Pennsylvania’s  Canned 
Foods”  are  being  distributed.  Consumers  of  the  State  have  been 
told  the  merits  of  Pennsylvania’s  canned  foods  over  the  radio. 
Some  7,000  letters  have  been  sent  to  various  clubs,  home  eco¬ 
nomic  groups,  hotels  and  restaurants  with  the  results  to  date 
showing  an  increase  over  any  comparable  period.  Mr.  Free 
suggested  that  such  a  survey  be  made  by  the  Virginia  Canners 
Association  and  the  adoption  of  a  like  marketing  plan. 

• 

IITH  ANNUAL  CANNERS’  SHORT  COURSE 
Madison,  Wisconsin,  March  15-16-17,  1939 
University  of  Wisconsin  College  of  Agriculture 

(Wisconsin  Canners  Association  Cooperating) 

R.  E.  Vaughan,  Professor  of  plant  pathology  in  Charge 

WEDNESDAY,  MARCH  15 
Sessions  held  in  Room  206  Soils  Building. 

1:30  P.  M. — Registration 

Topic  for  afternoon  session — “Canning  Crop  Insects” 

Pea  Aphid  Control — H.  F.  Wilson,  Economic  Entomology 
Department. 

1938  Movies — 1939  Plans  for  Attack — J.  E.  Dudley,  Bureau 
Entomology  United  States  Department  of  Agriculture. 

Cut  Worm  Damage  and  Methods  of  Control  on  Canning 
Crops — H.  F.  Wilson,  Economic  Entomology  Department. 


Insecticide  Regulations  of  Interest  to  Canners — E.  L, 
Chambers,  Wisconsin  Sate  Department  of  Agriculture  and 
Markets. 

Evening  Entertainment  Suggestions. 

Nino  Martini,  Tenor,  Concert  University  Pavilion.  Tickets 
75  cents — $1.50. 

To  be  sure  of  seats,  send  reservations  to  Porter  Butts,  Memo¬ 
rial  Union,  Madison,  Wisconsin. 

THURSDAY,  MARCH  16 
Topic  for  morning  session — “Soils  and  Extension” 

9:00  A.  M. — Registration 

Results  of  Fertilizer  Tests  in  1938 — Plans  for  Fertilizer  Tests 
in  1939 — F.  L.  Musbach  and  P.  H.  Hornburg,  Soils  Depart¬ 
ment. 

Soil  Tests  and  Their  Interpretation — Emil  Truog,  Soils 
Department. 

Application  of  Soil  Tests  to  Cannery  Operations — Warren  G. 

Clark,  Central  Wisconsin  Canneries. 

The  Agricultural  Extension  Service  and  the  Canners — Warren 
W.  Clark,  Director  of  Agriculture,  Extension  College  of 
Agriculture. 

12:00  M. — Luncheon  at  Crown  Can  Plant,  Courtesy  Crown 
Can  Company — Buses  will  be  provided. 

1:30  P.  M. — Topic  for  afternoon  session — “Crop  Problems” 
Wisconsin  Lesser  Canning  Crops — Observations  and  Recent 
Developments — O.  B.  Combs,  Horticulture  Department. 

The  Effect  of  Environment  on  Growth  and  Uniformity  of 
Plants — R.  H.  Roberts,  Horticulture  Department. 

Disease  and  Insect  Control  Problems:  Tomatoes  and  Carrots — 
O.  C.  Whipple,  Plant  Pathology  Department — T.  C.  Allen, 
Economic  Entomology  Department. 

Sweet  Corn:  Problems  and  Outlook — N.  P.  Neal,  Genetics  and 
Agronomy  Department. 

Cutting  Demonstration:  Corn,  Lima  Beans  and  Soy  Beans — 
R.  H.  Andrew,  Agronomy  Department — O.  B.  Combs  Horti¬ 
culture  Department. 

6:15  P.  M. — Annual  Banquet — Loraine  Hotel — Tickets  $1.25. 
Toastmaster — W.  E.  Nicholoy,  former  Executive  Secretary 
Wisconsin  Canners  Association,  Columbus,  Ohio. 

Guest  Speaker — Governor  Heil. 

Fun  Program — H.  F.  Wilson  in  Charge. 

FRIDAY,  MARCH  17 
9:00  A.  M.  General  Session. 

Legislation  of  Interest  to  Canners — M.  P.  Verhulst,  Secretary 
Wisconsin  Canners  Association. 

Canner-Grower  Contracts  —  G.  M.  Beal,  Agricultural 
Economics  Department. 

Canning  Crop  Research  in  Other  States — F.  W.  Geise,  Ameri¬ 
can  Can  Company,  Chicago. 

Canning  Factory  Waste  Disposal  Illustrated  by  Movies — 
Frank  J.  McKee,  Wisconsin  State  Board  of  Health. 

1:30  P.  M. — Section  A,  Room  206 

PEA  AND  BEAN  PROBLEMS 
Pea  Vine  Silage  and  Vitamin  A  Potency  of  Milk — W.  H. 

Peterson,  Biochemistry  Department. 

Feeding  Experience  With  Pea  Vine  Silage — Howard  T.  Green, 
Brookhills  Farms,  Genessee  Depot,  Wisconsin. 

Pea  and  Bean  Diseases — J.  C.  Walker,  Plant  Pathology 
Department. 

Pea  Variety  Trials  and  Cultural  Questions — E.  J.  Delwiche, 
Agronomy  Department. 

Pea  Cutting  Demonstration — John  L.  Albright,  Columbus 
Foods  Corporation. 

Section  B,  Room  203 

KRAUT  PROBLEMS 

Cabbage  Diseases — J.  C.  Walker,  Plant  Pathology  Depart¬ 
ment. 

Cabbage  Insects — T.  C.  Allen,  Economic  Entomology  Depart¬ 
ment. 

Report  on  Progress  of  Wisconsin  Kraut  Drive — A.  A. 

Huppert,  Frank  Pure  Food  Company. 

Evening  Entertainment  Suggestions. 

Boxing  at  the  Field  House — University  of  Wisconsin  vs. 

Louisiana  State  University — 50  cents — $1.00 
University  Play — University  Theatre,  Bascom  HaU — $1.00. 
Make  reservations  for  Boxing  at  Athletic  Ticket  Office  and  for 
Play  at  Bascom  Theatre. 
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ITS  ECONOMICAL  TO 


BUY  the  BEST 

that  means 

KYLER 

LABELERS  and  BOXERS 

BEGIN  TO  SAVE  ON  YOUR  COSTS 
BUY  KYLER  MACHINES  .... 

^'They  have  everything  with  half  the  parts/' 


WESTMINSTER  MACHINE  WORKS 

Labeling  and  Boxing  Machine  Manufacturers 
Westminster,  Maryland,  U.S.A. 


a  Will  Sa  9t!^ 


IT  CAN  BE  DONE! 


Especially  with  a 

GAMSE  LABEL 

We  recommend  labels  to  conform  with 
Federal  Food,  Drug  and  Cosmetic 
Act,  Effective  lune  25,  1939 


Consult  our  bureau  lor  correct  wording  on  labels! 

GAMSE  LITHOGRAPHING  CO.,  INC. 

BALTIMORE,  MARYLAND 


iHnIlnllB 


A  NECESSITY  FOR  BETTER  PACKS  OF  PEAS 
OR  LIMA  BEANS  AT  GREATER  PROFITS 


#  The  sturdy  construction  and  low  upkeep 
cost  are  greatly  appreciated  by  users. 


*J*HEY  thresh  the  peas  more  thorough¬ 
ly  out  of  the  vines  and  reduce  breakage 
during  the  hulling  process.  They  im¬ 
prove  the  quality  of  the  pack  because  the 
peas  saved  are  the  most  tender  ones  that 
are  in  the  pods,  and  because  they  very  ef¬ 
ficiently  thresh  young  and  tender  peas. 

The  reasons  for  these  large  and  important 
savings  are  due  to  many  exclusive  patent¬ 
ed  features. 


FRANK  HAMACHEK  MACHINE  CO. 

M  anOf  UL  t  tjrers  of  V  tners^  Viner  F  eeders^  Ensilage  Distributors  and  Chain  Adjusters 

KEWAUNEE,  WISCONSIN 
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THEY’RE  FIGHTING!!  HURRAH!!! 

Indiana  Tomato  Canners 
Stabilization  Committee 

Bulletin  No.  5. 

Gentlemen:  March  1,  1939. 

Enclosed  find  copy  of  letter  gotten  out  by  a  broker  (?)  in 
Detroit. 

Heretofore,  the  Stabilization  Committee  has  refrained  from 
mentioning  names  when  giving  you  reports  of  malicious  rumors 
spread  by  a  few  brokers.  However,  the  enclosed  letter  is  so 
viciously  underhanded  in  its  attack  upon  the  canning  industry, 
and  our  market,  that  we  do  not  feel  the  firm  whose  name  appears 
at  the  bottom  of  the  letter  deserves  any  consideration  what¬ 
soever. 

Even  in  view  of  the  above  statements,  we  will  still  continue 
to  carry  the  olive  branch  (how  long  we  do  not  promise)  and 
refrain  from  giving  the  name,  though  any  canner  may  have  it 

by  writing  us.  - CO. 

Detroit,  Michigan 

WE  ARE  LOOKING  FOR  A 
LARGE  SUPPLY  OF  CANNED  FOODS. 

Gentlemen : 

What  prompted  mailing  this  circular  to  you  was  that  we 
learned  that  one  of  the  banks  in  your  State  sold  a  large 
block  of  tomatoes. 

We  know  that  many  times  banks  perform  a  major  part  in 
the  operations  of  canneries.  It  may  be  just  possible  that 
you  have  some  packing  concern  that  should  sell  at  todays 
market.  Being  a  financial  man  you  realize  that  there  is  no 
likelihood  of  any  advance  this  year. 

Our  object  is  to  get  a  supply  of  canned  foods  and  fruits 
at  competitive  prices.  We  have  sold  out  the  canners  we 
represent  in  your  State  and  out  of  necessity  are  required 
to  look  to  other  sources  for  supply. 

We  are  members  of  the  National  Food  Brokers  Associa¬ 
tion  and  for  our  sales  service  charge  the  regular  brokers 
commission.  We  might  add  that  we  sell  strictly  on  a  cash 
basis. 

If  you  are  interested  for  yourself  or  for  any  client  you 
may  wish  to  refer  to  us,  we  will  do  everything  possible  to 
merit  your  confidence. 

Any  references  may  be  secured  by  writing  to  Mr.  T. 
Allan  Smith,  Vice-President  of  the  Commonwealth  Bank, 
Detroit,  he  is  the  gentleman  who  is  in  charge  of  our  account. 
Thanking  you,  we  are 

Very  truly  yours,  -  CO. 

Detroit,  Michigan. 

Checking  by  paragraphs: 

1.  We  are  unable  to  locate  the  bank  that  has  “sold  a  large 
block  of  tomatoes.” 

2.  Banks  that  perform  a  “major  part”  in  cannery  operations 
know  their  way  around  and  know  that  instead  of  “no  likelihood” 
of  advances,  with  57  per  cent  of  all  tomatoes  moved  at  the  half¬ 
way  point,  and  with  canners  efforts  in  advertising  and  stabiliza¬ 
tion,  there  is  “every  likelihood”  of  “further”  advances. 

3.  When  one  is  such  a  salesman  as  can  sell  only  at  “competi¬ 
tive  prices”  he  has  to  hunt  around.  Maybe  he  did  “sell  out”  his 
canners,  in  more  ways  than  one. 

4.  In  checking,  we  find  he  has  been  a  member  of  the  National 
Food  Brokers  Association  a  few  weeks  only,  and  obviously  not 
long  enough  to  know  that  such  methods  are  not  approved,  or 
long  tolerated,  by  his  fellow  members. 

This  letter  in  itself  is  evidence  of  our  progress  in  stabilizing 
markets.  Cheap  tomatoes  are  hard  to  find  when  such  tactics 
as  this  must  be  used  to  dig  them  up. 

While  we  have  found  this  letter  in  only  two  banks  in  different 
cities,  undoubtedly  copies  have  been  forwarded  to  banks  in 
various  canning  centers  in  Indiana.  In  the  case  of  these  two 
bankers,  who  have  had  long  experience  in  financing  canners 
and  knowing  that  such  attempts  to  tear  down  could  be  expected, 
it  had  no  effect.  Possibly  some  banks,  with  fewer  years  experi¬ 
ence  with  canners  and  less  knowledge  of  such  tricks,  might  be¬ 
come  disturbed.  We  believe  it  advisable  for  Indiana  tomato 
canners  to  immediately  start  a  “backfire”  against  this. 

Yours  very  truly, 

Kenneth  N.  Rider,  Chairman,  Rodney  Koontz. 


'GRAMS  of  INTEREST 

HEARINGS  WILL  BE  HELD  by  John  McDill  Fox  at  the  Raleigh 
Hotel,  Washington,  D.  C.,  April  17,  at  10  A.  M.,  prepartory  to 
the  formulation  of  standards  for  peas  under  the  new  Pure 
Food  Law. 

• 

ENNIS  PARKER,  who  has  been  buyer  for  Rogers  Chain  Stores 
in  Atlanta  and  has  an  enviable  reputation  of  success,  has  joined 
forces  with  Pomona  Products  Company,  Griffin,  Georgia,  as  one 
of  their  rapidly  expanding  organization. 

• 

THE  TWO  PLANTS  On  the  Eastern  Shore  of  Maryland,  formerly 
operated  by  the  Talbot  County  Canning  Company,  located  at 
Cordova  and  Willoughby,  Maryland,  were  sold  on  Saturday, 
March  4th,  for  a  consideration  of  $38,700  to  Merton  Jarboe  of 
the  firm  of  Harrison  &  Jarboe  of  Sherwood,  Md.  It  is  reported 
that  Jarboe  was  acting  for  Phillips  Packing  Company  of  Cam¬ 
bridge.  It  was  not  definitely  stated  that  the  plants  will  be 
operated  this  season  but  it  is  expected  that  they  may  operate 
on  peas  this  year. 

• 

BURNHAM  AND  MORRILL  COMPANY,  Portland,  Maine,  are  making 
arrangements  to  can  shrimp  this  coming  season. 

• 

DISPLAYS  devoted  to  sardine  fishing  and  canning  form  an 
interesting  feature  of  the  exhibits  in  the  Portgual  Building  at 
the  Golden  Gate  International  Exposition  at  San  Francisco, 
California.  Before  the  building  stands  a  statue  of  Cabrillo, 
Portugal’s  famed  explorer,  discoverer  of  California. 

• 

ROY  INGALLS,  Manager  of  Washington  Packers,  Sumner,  Wash¬ 
ington,  was  elected  president  of  the  Northwest  Frozen  Foods 
Association  at  their  recent  meeting.  R.  M.  McLaughlin  of 
Puyallup,  Washington,  was  elected  Vice-President  and  E.  M. 
Burns,  Secretary. 

• 

RICHARD  COOKE,  president  of  C.  Brewer  &  Co.,  of  Honolulu, 
T.  H.,  importers  and  large  holders  of  sugar  and  pineapple 
interests,  is  a  visitor  at  San  Francisco,  California,  with  Mrs. 
Cooke. 

• 

H.  j.  HEINZ  COMPANY  plan  to  erect  a  new  distributing  ware¬ 
house  at  Harrisburg,  Pennsylvania,  to  have  approximately 
16,000  square  feet  of  floor  space.  Work  is  expected  to  begin 
within  a  short  time. 

• 

H.  p.  PAYNE,  Manager  of  Dunlap  Products  Company,  was 
elected  President  of  the  Tennessee-Kentucky  Canners  Associa¬ 
tion  at  its  annual  convention  held  recently  at  Knoxville.  S.  R. 
Clevenger,  Bush  Brothers  &  Co.,  Dandridge,  Tennessee,  was 
elected  Secretary. 

• 

NEW  EQUIPMENT  HAS  BEEN  INSTALLED  in  the  plant  of  the 
newly  organized  Indian  River  Cooperative  Cannery  Company  at 
Fort  Pierce,  Florida.  The  plant  was  formerly  operated  by  the 
Florida  Indian  River  Canning  Co. 

• 

PRESIDENT  WALTER  GRAEFE  has  appointed  James  T.  Smith, 
Fawngrove,  Pennsylvania,  Secretary  of  the  Corn  Section  of  the 
National  Canners  Association,  succeeding  F.  O.  Mitchell, 
Perryman,  Maryland,  who  died  recently.  J.  C.  Richendrfer, 
Everson,  Washington,  was  appointed  Chairman  of  the  Apple 
and  Apple  Products  Section,  and  D.  J.  Mcllree,  Pulaski,  Wiscon¬ 
sin  was  made  Secretary  of  the  Beet  and  Carrot  Section,  succeed¬ 
ing  Mark  Ewald  and  John  F.  Fuhremann,  respectively,  who 
recently  resigned. 

• 

MRS.  JENNIE  TABLER,  member  of  prominent  California  canning 
family,  passed  away  at  San  Jose,  California  on  February  26. 
Her  father,  F.  G.  Wool,  founded  the  F.  G.  Wool  Packing  Co., 
Inc.,  a  closely  held  family  corporation.  Mrs.  Tabler,  who  was 
72,  is  survived  by  her  mother,  who  heads  the  company,  a  son, 
Edward  C.  Tabler,  and  a  daughter,  Mrs.  William  Noethig. 
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MAXIMUM 

PROTECTION 

at 

Minimum  Cost 

CANNERS  EXCHANGE  SUBSCRIBERS 

at 

WARNER  INTER- INSURANCE  BUREAU 


LANSING  B.  WARNER,  Incorporated 
540  N.  Michigan  Ave.,  CHICAGO 


FOR  CUT  GREEN 
OR  WAX  BEANS 


CRCO  Special 

Double  Grader 


Send  for  Special 
Double  Grader 
Bulletin. 


The  new  CRCO  Special  Double  Grader  ac¬ 
curately  size-grades  green  and  wax  beans 
after  cutting,  thus  insuring  a  uniform  pack 
which  commands  a  higher  price.  Investi¬ 
gate  this  new  grader — learn  how  it  will  in¬ 
crease  your  profits. 


WwMim. 


Companu,  Incorporated 
NIAGARA  FALLS.  N.  Y.  COLUMBUS.  WIS. 

NIAGARA  FALLS.  ONT.  SEATTLE,  WASH. 

JAS.  Q.  LEAVITT  &  CO.,  OGDEN,  UTAH 
A.  K.  ROBINS  &  CO..  BALTIMORE.  MD. 


IXrtistic" 

[ABELS 

d 

Plain. 

Varnished. 

Embossed. 

THE 

Simpson  &D0ELLER 

CO. 

©ALTIMORE.MD. 


INVESTIGATE 

LANGSENKAMP  HOT-BREAK  METHOD 

FOR  PROFIT  SAVING 


•  We  are  in  a  period  when  profits  must  be  safe¬ 
guarded  by  the  highest  operating  efficiency. 
Spending  several  times  the  costs  is  not  good 
buiness  any  year,  least  of  all  now.  The  Lang- 
senkamp  Hot-Break  Method  for  instance  reduces 
production  costs  in  many  ways:  It  increases 

yield — gives  you  more  product  units  from  raw 
stock.  It  increases  capacity —enables  you  to 
produce  more,  thereby  decreasing  overhead.  It 
improves  quality,  thereby  giving  you  an  advant¬ 
age  in  selling.  Learn  more  about  it.  Two  ad¬ 
aptations:  Onefor  juice,  one  for  catsup. 


Lanssenkamp  Hot-Break 
inactivates  the  enzyme 
and  protects  vitamin 
values. 

•  Get  a  copy  of  the  current  issue  of  “Canning  Ef¬ 
ficiency  News”  and  learn  aliout  many  new  and  im¬ 
proved  Langsenkamp  units  that  enable  canners  to 
produce  better  tomato  products  at  lower  cost. 

Learn  for  yourself  the  possibilities  the  Langsenkamp 
Line  of  Equipment  offers  for  giving  you  favorable  operating  picture. 
Pulpers,  Finishers,  Juice  Extractors,  Kook-More  Koils,  Cooking  and 
Heating  Tanks,  Kettles -everything  formanufactureof  tomato  produets. 

F.  H.  LANGSENKAMP  CO. 

"Efficiency  in  the  Canning  Plant"  INDIANAPOLIS,  IND. 
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Why  You  Must  Pack  Quality 


By  ‘‘BETTER  PROFITS^ 


Every  canner  in  the  United  States  ought  to  be  on 
the  mailing  lists  of  the  Consumers’  Guide,  a  publi¬ 
cation  of  the  A.  A.  A.  Nearly  all  would  benefit 
from  careful  reading  of  this  publication.  Certainly 
each  canner  acting  on  suggestions,  real  or  implied,  in 
many  articles  appearing  in  the  Digest  would  be  money 
ahead  at  the  end  of  the  year.  In  the  January  30th 
number  we  read,  “America’s  middle  family — as  typical 
as  any  you  can  get  because  half  of  all  our  families  are 
better  off  and  half  are  worse  off — had  an  income  in 
1935-1936  of  $1,160.00  a  year.  Looking  only  at  the 
families  with  three  or  four  members,  the  middle  family 
had  an  income  of  $1,360.00  a  year.  Averages  are  not 
very  different  now.  Probing  further,  we  pull  out  these 
facts — statistics  to  be  sure,  but  a  record  of  actual  con¬ 
sumer  incomes ;  84  out  of  every  100  families  with  three 
or  four  members  failed  to  reach  the  level  even  of 
$500.00  a  year — ^the  bottom  limit  suggested  by  the 
trade  association  for  the  income  of  a  typical  con¬ 
sumer.  America  is  made  up  largely  of  families  whose 
incomes  are  far  below  the  level  at  which  these  retailers 
seemed  to  be  aiming.  It  should  be  significant  to 
merchants  in  search  of  undeveloped  markets  that  two 
thirds  of  all  the  families  in  this  country  have  less  than 
$1,500.00  to  spend  for  everything.” 

Stop  where  you  are  in  your  reading  and  remember 
that  we  have  always  advocated  the  packing  of  only  the 
highest  possible  grades  of  canned  foods,  and  we  are 
still  of  that  opinion.  If  you  had  only  $1,500.00  a  year 
to  spend  for  food,  rent,  light,  clothing,  amusements,  etc., 
how  would  you  feel  if  you  took  home  from  your  grocer 
a  can  of  food  that  failed  to  give  you  food  value  in  a  full 
measure  for  the  money  you  paid  for  it?  You  would  be 
pretty  sore,  and  no  one  would  blame  you  for  being  sore. 
No  matter  if  you  were  offered  what  seemed  to  be  a 
bargain  in  the  minds  of  those  making  the  offering. 
The  margin  between  tasty,  economical  canned  food  and 
that  which  is  low  priced  alone  is  so  small,  when  con¬ 
sidering  packing  costs,  you  are  foolish  to  even  consider 
packing  an5d;hing  but  the  best  of  which  your  plant  is 
capable  of  turning  out. 

Naturally  only  a  small  proportion  of  your  total  pack 
grades  out  as  fancy  each  year.  This  part  will  be  dis¬ 
posed  of  to  that  upper  third  with  incomes  greater  than 
the  average.  You  must  depend  for  your  sales  and 
profits  on  the  two-thirds  compelled  by  necessity  to 
make  their  food  dollars  stretch  as  far  as  possible.  In 
order  to  retain  the  regard  of  that  strata  of  customers 
for  your  product  you  must  this  year,  and  every  year, 
pack  such  canned  foods  as  will  bring  them  again  and 
again  into  stores  asking  for  goods  marketed  under 
your  factory  labels.  It  will  not  be  enough  for  you  to 
pack  a  little  bit  of  your  personal  integrity  into  each 
can  you  sell  for  buyer’s  label.  Conditions  may  change 
next  season  and  the  business  you  are  enjoying  now  will 
go  to  a  competitor.  Against  that  day  you  ought  to 
develop  consumer  demand  for  your  own  labels. 


The  Canned  Pea  Co-Operatives,  soon  I  hope  the 
canned  corn  institute,  will  be  helping  individual  canners 
market  their  packs.  Kraut  and  pickle  packers,  canners 
of  salmon,  producers  of  canned  peaches,  not  to  men¬ 
tion  many  others,  will  soon  all  be  bringing  pressure 
to  bear  on  consumers  in  order  that  their  products  may 
step  out  in  front  of  competition.  You  must  get  in  there 
and  so  handle  the  marketing  of  your  brands  that  house¬ 
wives  once  using  them  will  come  back  to  the  retail  food 
dealer  for  more.  Until  the  before-mentioned  groups 
are  prepared  to  assist  you  personally  in  the  marketing 
of  your  pack,  you  had  better  go  it  alone  rather  than  sit 
idly  by  and  see  business  go  to  others. 

One  may  as  well  take  a  leaf  from  the  group  book  and 
see  what  can  be  done  by  an  individual  canner  without 
unlimited  means  with  which  to  meet  advertising  bills. 
After  all,  the  problem  of  the  lone  canner  is  no  different 
from  that  of  the  group.  Each  wants  to  so  impress  his 
wares  on  the  public  that  an  ever  increasing  demand  for 
them  will  create  profitable  sales.  The  various  groups 
depend  largely  on  advertising  material  supplied  their 
dealers  for  their  needed  increases  in  sales.  Let’s  see  if 
the  individual  cannot  go  and  do  likewise. 

Before  planning  our  campaign  we  should  remember 
the  facts  we  have  before  us  from  the  Consumer’s 
Digest,  and  plan  accordingly.  If  you  are  one  of  those 
depending  on  making  your  food  dollar  go  as  far  as  pos¬ 
sible,  what  type  of  advertising  would  prove  most  force¬ 
ful?  The  sort  telling  how  wonderful  certain  foods  are, 
or  that  pointing  out  the  increase  in  food  satisfaction 
for  each  dollar  spent  for  our  foods  ?  The  ads  stressing 
the  economy  of  some  canned  pork  and  beans,  plus  the 
taste  thrills  to  be  had  from  the  expenditure,  would  get 
us  interested  every  time !  There  then  is  our  necessary 
advertising  theme  all  made  to  order.  Economy  with 
satisfaction  in  spending  will  prove  to  be  a  topic  well 
worth  developing. 

The  experience  of  those  who  have  tried  limiting 
advertising  support  to  retail  dealers  buying  certain 
amounts  of  goods  over  a  period  has  proven  the  folly  of 
operating  in  such  a  manner.  Our  assistance  must  be 
given  to  one  and  all  in  the  same  degree,  just  as  an  ad  in 
a  magazine,  in  a  newspaper  or  over  the  air  waves,  will 
help  proportionally  to  move  the  stocks  of  those  having 
one  case  or  ten  on  hand.  Groups  take  pains  in  acquaint¬ 
ing  all  concerned  with  their  plans  for  developing  sales. 
An  individual  can  do  no  less.  Brokers,  direct  sales 
representatives,  principal  dealers  should  all  have  out¬ 
lined  for  their  full  information  complete  details  of  the 
campaign.  As  such  information  becomes  public  it  will 
gain  force  and  acquire  power  to  move  the  consumer. 

Probably  the  development  of  at  least  four  major 
sales  campaigns  will  be  sufficient  to  prove  to  the  satis¬ 
faction  of  the  individual  canner  that  what  he  has 
attempted  is  worthwhile,  to  at  least  the  extent  of  the 
costs  to  be  borne.  One,  say,  for  the  early  Fall  after 
deliveries  of  new  packs  have  been  made;  one  before 
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the  Christmas  holidays  and  ending  at  New  Years ;  one 
in  early  Spring  and  one  to  conclude  the  campaign  in 
early  Summer.  These  may  all  be  built  around  a  theme 
as  suggested.  Dealers  helps  may  comprise  the  sum 
total  of  the  support  offered  and  we  may  still  expect  to 
do  a  job  that  will  encourage  us  to  go  further  next 
season  and  those  after  that. 

Countless  sales  slogans  will  suggest  themselves  to 
us.  Any  to  be  finally  adopted  ought  to  be  terse  and  to 
the  point,  in  order  that  they  may  appear  on  all  pieces  of 
advertising  material.  For  instance  we  may  end  a 
lengthy  sentence  exhorting  a  housewife  to  buy  our 
canned  peaches  with  the  admonition:  “You  will  save 
money  by  buying  our  peaches”  but  only  until  we  con¬ 
dense  it  to  the  command  “Buy  and  save”  will  we  be 
getting  it  down  to  where  we  can  print  window  posters 
carrying  a  sales  message,  or  creating  a  buying  impulse, 
and  still  have  it  carry  our  suggestion:  (if  you  will) 
BUY  (our  peaches  you  will)  (and)  SAVE  (money). 
Having  decided  on  our  sales  slogan  to  be  on  all 
material  we  ought  next  to  get  in  touch  with  a  house 
supplying  screen  process  display  signs  and  outline  to 
them  our  plan  in  the  rough.  Let  them  refine  it,  make 
suggestions  and  submit  an  estimate  as  to  costs.  In 
these  we  ought  to  consider  the  expense  to  be  borne  in 
mailing  each  set  of  window  posters  or  store  hangers  to 
retail  stores.  With  this  in  mind  for  all  four  mailings 
we  will  be  prepared  to  decide  about  the  advisability  of 
going  ahead.  The  slogan  I  have  submitted  is  only  one 
of  many  that  may  be  used  with  splendid  effect,  but 
whatever  we  do  say  about  our  products  we  ought  to 
remember  that  we  will  attract  others  to  them  most 
quickly  if  we  imply  in  our  advertising  that  the  use  of 
our  canned  foods  promotes  economy  in  the  purchase  of 
foods  that  will  be  satisfying  to  the  palate. 

A  minimum  of  four  window  posters  should  be  sent 
with  the  first  and  last  mailings,  two  each  in  the  other 
two.  One  poster  alone  does  not  make  much  of  a  show¬ 
ing,  two  balance  themselves  on  the  windows  of  dealers. 
Make  them  at  least  eight  by  twenty-two  inches,  design 
them  in  two  colors  if  you  can  conveniently.  Litho¬ 
graphed  posters  will  be  okeh  of  course  but  they  run 
into  more  money  than  those  will  cost  that  you  may  get 
by  means  of  the  screen  process. 

If  any  readers  will  send  us  their  rough  plans  in  con- 
)iection  with  carrying  out  our  suggestions,  we  will  go 
as  far  as  possible  in  getting  them  whipped  into  shape. 
Seriously,  we  would  like  to  see  several  canners  take 
lold  of  the  idea  and  go  places  with  it.  Someone  will 
lo  it,  it  may  as  well  be  you!  Your  sales  and  profits 
viW  increase  as  you  act  on  suggestions  made  here  week 
fter  week! 


• 

ALL  CHARGES  of  falsifying  payrolls  filed  against  Mrs.  Tillie 
vVeisberg,  president;  A1  Bainbridge,  paymaster,  and  Harry 
Turnball,  office  manager,  of  the  Flotill  Products  Company, 
Stockton,  California,  have  been  dismissed  by  the  district 
attorney.  This  action  followed  an  audit  by  the  State  Division 
;f  Industrial  Welfare  which  revealed  a  difference  between 
accounting  methods  used  by  the  State  organization  and  the 
"anning  company.  A  compromise  has  been  effected  whereby 
Mrs.  Weisberg  will  pay  the  State  division  several  thousand 
dollars  which  will  be  distributed  to  women  employees  whose 
•vages  were  in  dispute. 


Four  ears  at  a  time— 


PEERLESS 
SUPER  HUSKER 

120  to  160  ears  per  minute — and  whether 
ears  are  large  or  small,  the  corn  is  per¬ 
fectly  husked. 

Each  Super  Husker  may  be  installed  in 
exactly  the  same  space  as  occupied  by  a 
single  husker — and  your  capacity  is  more 
than  doubled. 

Modern  Canning  Equipment  for  All  Food  Products 


mi 


PilEI  MAEJaiiW 


I 


(Sprague-Sells  Division) 

HOOPESTON,  ILLINOIS 

MAIL  COUPON  TODAYI 


FOOD  MACHINERY  CORPORATION 

(Spragu«-S«ll*  Division)  HOOPESTON,  IlL. 

Please  send  me 

G  Full  Details  of  the  Peerless  Super  Husker. 

G  Your  Complete  General  Catalog. 

Name - - — . — - 

Firm - - 

Address - 


City - - - State- 
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March  13,  1939 


CANNERS  LEAGUE  MEETS 


The  annual  convention  of  the  Canners  League  oL 
California,  held  at  Del  Monte,  California,  March 
2,  3  and  4,  proved  a  very  valuable  meeting  with 
an  attendance  of  more  than  one  hundred  and  seventy 
members  of  the  trade.  The  showing  was  considered  a 
highly  satisfactory  one,  in  view  of  the  condition  of 
the  industry,  and  the  counter  attraction  of  the  Golden 
Gate  International  Exposition.  It  was  the  thirty-fifth 
annual  meeting. 

The  opening  session  held  in  the  famous  Copper 
Cup  room,  was  an  evening  affair  presided  over  by 
vice-president  A.  W.  Eames.  It  began  with  the  showing 
of  an  educational  film  lasting  a  half  an  hour.  Follow¬ 
ing  opening  remarks  by  Mr.  Eames  the  reports  of  the 
treasurer,  auditing  committee  and  nominating  com- 
mitte  were  presented.  Walter  L.  Graefe,  president 
of  the  National  Canners  Association  spoke  briefly, 
and  secretary  and  vice-persident  Preston  McKinney, 
of  the  Canners  League,  spoke  on  the  work  of  the 
organization  during  the  past  year,  with  financing 
recommendations  for  1939.  Traffic  problems  were 
discussed  by  W.  S.  Everts,  1.  F.  Lyons  and  Edwin  G. 
Wilcox. 

The  Friday  ..morning  session  was  presided  over  by 
F.  M.  Drew,  of  the  Drew  Canning  Co.,  Ltd.  A  talk  on 
“Research  in  the  Economics  of  Fruits  and  Vegetables” 
was  made  by  C.  L.  Alsberg,  Director,  Giannini  Founda¬ 
tion,  University  of  California,  outlining  some  of  the 
work  carried  on  by  this  body.  Dr.  Harry  R.  Wellman, 
Associate  Professor  of  Agricultural  Economics,  Univer¬ 
sity  of  California,  spoke  on  “Some  Economic  Factors 
Influencing  the  Canning  Industry,”  and  Harrison 
Robinson,  representing  an  important  group  of  canners, 
spoke  on  the  problems  of  the  industry  and  what  was 
being  done  by  canners  to  meet  them.  The  question  of 
drained  weights  was  discussed  by  Dr.  J.  Russell  Esty, 
of  the  National  Canners  Laboratory,  and  F.  A.  Wilder. 

No  general  meetings  were  held  in  the  afternoon,  but 
there  was  a  series  of  group  meetings,  with  golf  and 
other  entertainment  for  those  seeking  diversion. 

The  evening  session  was  presided  over  by  H.  E.  Gray, 
of  the  Barron-Gray  Packing  Co.,  and  was  prefaced  by 
the  showing  of  a  motion  picture  shown  through  the 
courtesy  of  the  Columbia  Steel  Corporation.  W.  A. 
Chick  spoke  on  “U.  S.  Grades  of  Tomatoes”  and 
answered  numerous  questions  to  the  satisfaction  of 
members.  F.  L.  Monnet  presented  a  preliminary  report 
on  laboratory,  field  and  canning  studies  of  factors 
affecting  the  quality  of  cling  peaches.  Mrs.  Margarete 
Clark,  Chief,  Division  of  Industrial  Welfare,  spoke  on 
the  work  of  this  State  division,  with  special  reference 
to  its  connection  with  the  canning  industry.  Talks 
on  pending  legislation  were  made,  the  speakers  includ¬ 
ing  Preston  McKinney,  of  the  League,  who  spoke  on 
marketing  agreements  and  prorates;  L.  F.  Bridges,  on 
general  legislation,  and  Miss  Sylvia  Kempton,  assistant 
secretary  of  the  League,  whose  subject  was  unemploy¬ 
ment  insurance  legislation. 


The  election  of  directors  resulted  in  a  choice,  as 
follows:  G.  A.  Felice,  Felice  &  Perrelli  Canning  Co., 
Inc.;  R.  S.  Castle,  United  Packing  Corporation;  A.  W. 
Eames,  California  Packing  Corporation ;  Ellsworth 
Chase,  Richmond-Chase  Co. ;  D.  C.  Kok,  United  States 
Products  Corporation;  G.  N.  Pfarr,  Tri-Valley  Pack¬ 
ing  Association ;  E.  Powers,  Manteca  Canning  Co. ; 
F.  S.  Wyatt,  Elmhurst  Packers,  Inc.,  and  David  Low. 
Officers  will  be  chosen  at  a  later  date  when  the 
directors  meet  for  the  purpose. 

A  sample  cutting  of  peaches,  apricots,  Bartlett  pears, 
fruits  for  salad  and  fruit  cocktail  was  held  Saturday 
morning,  under  the  direction  of  Eugene  Geary,  T.  A. 
Alton  and  F.  A.  Dixon.  , 

During  the  noon  hour  there  was  a  meeting  of  the 
Preserve  Section  at  a  luncheon  gathering,  presided  over 
by  E.  E.  Jacobs.  A  feature  of  this  was  a  talk  by  W.  E. 
Carlson,  of  the  General  Electric  Company  on  the  appli¬ 
cation  of  the  new  fluorescent  daylight  lamp  to  the 
problem  of  the  California  fruit  packer.  The  evening 
was  given  over  to  refreshments  by  the  Continental  Can 
Co.  and  a  banquet  tendered  by  the  American  Can 
Company. 

Features  of  entertainment  during  the  course  of  the 
convention  included  a  warmly  contested  golf  tourna¬ 
ment,  cards  and  dancing. 

The  convention  program  featured  a  portrait  of  the 
late  Elmer  Ellsworth  Chase,  whose  absence  w’as  so 
deeply  felt.  With  this,  was  the  simple  tribute:  “In 
the  passing  of  Elmer  Ellsworth  Chase,  dean  of  the 
canning  industry,  and  our  beloved  President  for  a 
quarter  of  a  century,  we  have  suffered  an  irreparable 
loss.  His  loyalty  to  his  friends  and  to  the  industry, 
his  sacrifices  for  both  through  the  years,  his  dignity 
and  poise,  were  outstanding.  We  were  blessed  by  our 
association  with  him,  and  his  precepts  and  our  affec¬ 
tion  for  him  will  live  as  long  as  any  of  us  live.” 


SPEAKING  before  the  Commonwealth  Club  of  California  at  the 
Palace  Hotel,  San  Francisco,  Edward  W.  Allen,  expert  on 
Alaskan  fishing,  warned  that  the  Japanese  are  encroaching  on 
American  fishing  rights  in  Territorial  waters,  and  said  that  it 
was  but  a  question  of  time  before  they  would  threaten  to  deplete 
not  only  Pacific  Coast  fisheries,  but  all  of  the  deep  sea  fisheries 
of  the  world.  Mr.  Allen  is  chairman  of  the  International 
Fisheries  Commission,  established  by  treaty  with  Canada  to 
regulate  the  halibut  catch,  and  a  member  of  the  International 
Pacific  Salmon  Fisheries  Commission.  He  explained  that  while 
his  two  commissions  may  regulate  fishing  within  the  three-mile 
limit,  it  has  no  jurisdiction  beyond  this  limit.  He  feels  that  they 
should  apply  further  out,  however,  contending  that  the  con¬ 
tinental  shelf  that  extends  in  some  places  100  miles  off  the 
coast,  is  really  a  part  of  the  American  continent. 


EVERETT  HOGLE,  secretary  of  the  California  Olive  Association, 
with  offices  at  San  Francisco,  California,  has  left  for  New  York 
where  he  will  be  in  chai’ge  of  the  display  at  the  World’s  Fair 
there.  The  display  is  similar  to  the  one  being  made  at  the 
Golden  Gate  International  Exposition  at  San  Francisco. 
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Rod  Corn  Washer 

using  a  combination  of  accurately  spaced  rods 
and  our  "curtain  of  water  with  the  jet  effect"  is 
the  one  way  that  corn  can  be  washed  absolutely 
clean  and  not  lose  any  milk  or  flavor  out  of  the 
corn.  The  result  is  a  good,  clean,  full-flavored 
pack  that  will  command  top  prices. 

Let  ua  tell  you  about  it. 

THE  SINCLAIR-SCOTT  COMPANY 

“The  Original  Grader  House” 

BALTIMORE.  MARYLAND 


Specially  Bred  for 

Every  Canning  Need 

You  can  always  count  upon  consistently  high 
quality  and  uniformity  when  you  supply  your 
growers  with  Landreths’  Seeds,  for  these 
specially  bred  strains  grow  true  to  type.  They 
have  the  fine  color,  appearance  and  flavor  that 
identify  a  high  class  product  and  build  up 
steady  consumer  demand. 

Landreths’  Seeds  provide  abundant  yield; 
quality  and  uniformity  with  the  very  lowest 
seed  investment,  when  measured  by  crop 
returns. 

Immediate  shipment  assured  on  all  spot  orders. 
Write  for  prices  on  any  quantity  of  any  variety  of 
seed  you  need. 

D.  LANDRETH  SEED  CO. 

Dept.  15  BRISTOL,  PA. 

Plant  Breeders  and  Seedsmen  Since  1784 


PEAS 

For  canning  or 
freezing 


■ 

BEANS 

High-yielding 

varieties 

■ 

TOMATO 

■ 

CORN 

■ 

BEET 

■ 

SPINCH 

■ 

CUCUMBER 

a 

MANY 

OTHERS 


MODERN  / 

DESIGNS 

to  meet  your  trade  requirements. 


Pi  edmont  labelCom  pany 


I N C OR PO RATED 


DESIGNERS  '  '  LITHOGRAPHERS 


BEDFORD 


VI  RC  I  N  I A 


GLOBE 

KANRYTEX 


A  Belt  designed  to  meet  modern  sanitary  reqire- 
ments  in  canning  and  packing  plants. 

EASY  TO  CLEAN  May  be  washed  with  hot 
water  or  live  steam. 

IS  ODORLESS  and  TASTELESS. 

LASTS  LONGER — The  tough  treatment  resists 
juices  and  acids  of  fruits  and  vegetables. 

CUT  YOUR  COSTS  by  using  “Kanry-Tex” — 
the  quality  belt  that  costs  less  than  most  competi¬ 
tive  types. 

Furnished  in  brown  or  white  and  in  all  widths 
and  weights. 

Ask  your  supply  house  for  GLOBE  KANRY-TEX 
or  write  to: 


GLOBE  WOVEN  BELTING  CO.  INC, 

1400  Clinton  Street,  BUFFALO,  N.  Y. 


IS 
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WANTED  and  FOR  SALE 

This  is  a  page  that  must  he  read  each  week  to  be  appreciated.  You  are  unlikely  to  be  interested  every  week  in  what 
is  offered  here,  but  it  is  possible  you  will  be  a  dozen  times  in  the  year.  If  you  fail  to  see  and  cuscept, 
your  opportunity  and  money  are  lost.  Rates  upon  application. 


FOR  SALE  — MACHINERY 


CONSOLIDATED  OFFERS:  Copper  and  Aluminum  Cooking 
Kettles;  Retorts;  Can  and  Bottle  Labelers;  Glass  Lined  Tanks; 
Pumps;  Vacuum  Pans,  etc.  A-1  condition.  Quick  delivery.  We 
buy  and  sell  from  a  single  item  to  a  complete  plant.  Consolidated 
Products  Co.,  Inc.,  18-20  Park  Row,  New  York  City. 

FOR  SALE — Little  used  and  rebuilt  canning  machinery.  What 
have  you  to  sell  or  exchange  ?  A.  K.  Robins  &  Co.,  Inc., 
Baltimore,  Md. 

FOR  SALE — 100  H.  P.  Boiler;  one  Stack;  one  Hoopeston 
Rotary  Washer,  Model  26,  pulley  drive;  one  Model  26  incline 
tomato  scalder;  two  40"  x  72"  open  process  kettles  complete  with 
steam  cross;  nine  Standard  4-tier  process  crates;  two  1%"  Viking 
sanitary  bronze  pumps;  one  1,000  gallon  Cypress  tank,  6'  x5'  4", 
2"  stave,  3"  concaved  bottom,  one  2%"  and  one  2"  bronze  outlet 
plug  and  stick,  one  set  2%"  coils,  one  No.  3  and  one  No.  4  traps 
complete;  one  1,000  gallon  cypress  tank;  one  2W  Preheating 
coil;  one  3"  outlet,  plug  and  stick;  one  Specific  gravity  pulp 
tester;  one  3x6  No.  22  Reynolds  truck;  one  improved  brush 
finisher  equipped  with  No.  1  monel  metal  screen.  Subject  to 
prior  sale.  The  Shurtleif  Company,  Elgin,  Ill. 

FOR  SALE — Truck  and  Warehouse  Scales,  all  platform  sizes 
and  capacities.  Guaranteed  accuracy  and  durability.  Shipped 
on  30-day  free  trial.  Will  accept  your  merchandise  in  payment. 
Write  for  catalogue  and  prices.  Bonded  Scale  Company,  102 
Kingston,  Columbus,  Ohio. 


WANTED  — MACHINERY 

WANTED  TO  BUY — Tomato  Peeling  Table  Merry-Go-Round 
type  for  spot  cash.  Must  be  in  good  condition.  Address  Box 
A  2342  c/o  The  Canning  Trade. 

WANTED — Three  viners;  one  Viner  Shed  Cleaner;  one  No.  10 
Pea  Filler;  one  Olney  Washer;  one  Lewis  Quality  Grader. 
Address  Box  A  2344  c/o  The  Canning  Trade. 


MISCELLANEOUS 


WANTED — Salvaged  Canned  Foods.  Will  pay  cash  for  rusty, 
buckled  or  close  outs  of  all  kinds  of  canned  foods  in  any  quantity. 
Address  Box  A-2334  c/o  The  Canning  Trade. 


FOR  SALE  —  FACTORY 


FOR  SALE — Having  decided  to  retire  from  The  Canning 
Business  I  offer  my  plant  for  sale,  located  at  Nottingham, 
Chester  County,  Pa.,  fifty  miles  from  Baltimore  and  fifty  miles 
from  Philadelphia  on  Route  No.  1.  Fertile  section  and  territory 
ample  to  satisfy  any  demand.  W.  Scott  Silver,  Havre  de  Grace,  Md. 

FOR  SALE  OR  LEASE — Fully  equipped  one  line  canning 
factory  for  tomatoes  and  pulp.  Room  large  enough  for  two 
lines,  railroad  siding.  Storage  for  40,000  cases.  Located  in 
Northwestern  Ohio.  Address  Box  2340  do  The  Canning  Trade. 

_ HELP  WANTED _ 

WANTED — Salesmen  acquainted  with  the  Canning  Industry 
and  Wholesale  Grocery  Ti’ade,  by  an  old  established  Lithograph 
House  located  in  the  middle  West.  References  required.  All 
communications  confidential.  Address  Box  A  2343  The  Canning 
Trade. 


SITUATIONS  WANTED 


POSITION  WANTED — Young  man  33  years  old,  14  years 
experience  in  vegetable  cannery.  Superintendent  of  plant  3 
years.  Prefer  management  vegetable  cannery  or  supervision 
machinery  installation  and  upkeep.  Earl  Gordon,  Vinton,  Iowa. 

POSITION  WANTED — Man  40  years  old,  20  years’  experi¬ 
ence  jn  southern  vegetable  canning,  14  years  in  present  position 
as  manager  of  large  vegetable  plant.  Have  good  reason  for 
changing  and  can  furnish  good  references.  Address  Box  B  2345 
c/o  The  Canning  Trade. 

POSITION  WANTED — Practical  Can-Man  with  many  years 
of  experience  with  independent  firms  and  for  the  past  ten 
years  factory  superintendent  with  concern  that  is  discontinuing 
business,  seeks  the  opportunity  to  prove  his  value.  Salary  no 
objective.  Address  Box  B  2346  c/o  The  Canning  Trade. 

POSITION  WANTED — With  reputable  organization  as  man¬ 
ager  or  superintendent.  Have  had  years  of  wide  experience 
as  canner  of  vegetables  and  fruits  and  fancy  table  condiments, 
in  tins  and  glass.  Can  build  and  operate  a  plant  efficiently 
and  economically.  Willing  to  come  on  moderate  salary  to  prove 
qualifications.  A-1  reference.  Address  Box  B-2347  c/o  The 
Canning  Trade. 


FOR  SALE — Attractive  Price — Fully  equipped  canning  fac¬ 
tory  located  at  Centreville,  Maryland,  Queen  Anne  County.  Two 
story  frame  building  75  x  150  feet,  first  floor  cement  construc¬ 
tion.  Railroad  siding.  Separate  boiler  building,  with  one  Erie 
horizonal  Boiler  250  H.P.  practically  new  and  two  International 
Boilers  of  125  H.P.  each,  both  in  fine  condition.  Two  Copper 
Vacuum  Pans  heavily  constructed,  one  1,000  gallons  capacity, 
one  650  gallons.  One  500  gallons  steam  jacketed  copper  kettle. 
One  Indiana  and  one  Sprague  Tomato  Pulper.  Two  Scalders; 
two  Rotary  Washers;  Processing  Kettles;  Exhaust  Box;  one 
75  H.P.  Steam  Engine;  One  8  H.P.  Steam  Engine;  Six-inch  free 
running  well.  Ten  thousand  gallon  water  tank.  Electric 
Motors;  Water  Pumps,  etc.  Will  sell  vacuum  pans  separately. 
Scaramelli  &  Company,  Inc.,  192  Franklin  Street,  New  York  City. 


The  HAYNIE 

TOMATO  SCALDER 

The  most  practical  Hot 
Water  Scalder  on  themar- 
ket.  Controls,  length  of 
scalding  time  of  tomatoes 
depending  upon  ripeness. 


Write  for  circular s. 


OBINS  &  COMP  ANY,  Inc. 

JTk  BALTIMORE,  MD..  U.  S.  A. 

MANUFACTURERS  OF  CANNING  EQUIPMENT 


No  matter  what  your  needs.  .  . 

Write  or  wire  us  for  information. 
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SMILE  AWHILE 

There  is  a  saving  grace  in  a  sense  of  humor 

Contributions  Welcomed 


COURTLY  CONVERSATION 

In  a  kindergarten  class  the  teacher  was  having  them 
play  king  and  queen,  court  bowing,  etc.  Little  Isadore 
had  been  chosen  as  king  and  was  quietly  sitting  by  the 
little  girl  queen. 

“Isadore,”  said  the  teacher,  “you  should  talk  to  the 
queen  and  not  just  sit  there.” 

Whereupon  Isadore  turned  to  the  queen  and  said: 
“Good  morning,  queen,  how’s  business?” 

Doctor :  If  you  don’t  give  up  smoking  and  drinking 
you  won’t  live  another  year. 

Patient :  But  that’s  what  you  told  me  five  years  ago. 
Doctor. 

Doctor :  Well,  I’m  bound  to  be  right  sooner  or  later. 

At  the  wedding  reception  the  young  man  remarked : 
“Wasn’t  it  annoying  the  way  that  baby  cried  during  the 
whole  ceremony?” 

“It  was  simply  dreadful,”  replied  the  prim  little  maid 
of  honor.  “When  I  get  married  I’m  going  to  have 
printed  right  in  the  corner  of  the  invitations : 

“No  babies  expected.” 

Doctor  (to  old  lady)  :  Yes,  my  dear  Madam,  those 
pains  in  your  left  arm  come  with  age. 

Patient  (with  suspicion)  :  Yes,  Doctor,  but  my  right 
arm  is  just  as  old  as  my  left,  and  I  have  no  pains  in  it. 

Boy :  Aunt  Mabel’s  caught  in  the  fence ! 

His  sister:  Goodness!  What  are  you  looking  for, 
a  crowbar? 

Boy:  No,  my  camera. 

First  Farmer:  I’ve  got  a  freak  over  on  my  farm. 
It’s  a  two-legged  calf. 

Second  Farmer:  I  know  it.  He  was  over  to  call  on 
niy  daughter  last  night. 

A  negro  preacher  was  interrupted  by  two  dogs  fight- 
i  .  r  on  the  church  porch. 

“Brothahs  an’  sistahs,”  he  said,  decisively,  “Ah  can 
s  e  yo’  attention  has  strayed  from  this  Book,  so  Ah 
C  ses  it ;  but  Ah  open  this  one,  an’  right  now  Ah  lays 
fi .  8  to  four  on  the  black  dawg.” 

“When  sick,  I  go  at  once  to  a  doctor.  Doctors  have 
t  live.  And  then,  after  getting  the  prescription,  I  go 
f  once  to  a  druggist.  Druggists  must  live.  Arriving 
!  me,  I  immediately  throw  the  medicine  into  the  fire.” 

“Why  do  you  do  that?” 

“I  also  must  live.” 

Visitor :  So  that’s  a  scarecrow.  Does  it  really  scare 

e  crows?” 

Farmer:  Does  it?  Why,  lady,  it  scared  one  crow  so 

idly  he  even  brought  back  some  corn  he  stole  last  year. 


HAMILTON 

Steam  Jacketed 

KETTLES 

all  styles,  any  size  -  made  in 
Stainless  Steel,  Pure  Nickel, 
Monel,  Copper,  Aluminum. 
Nationally  known  for  their 
quality  of  materials,  con¬ 
struction  and  performance. 
Built  by  an  organization,  that 
has  made  kettles  for  more 
than  66  years. 


HAMILTON  KETTLE  WORKS  CO.,  Hamilton,  Ohio 


THOROUGHLY 

WASH  AND 

SINGLE 


#  Peas  ore  separated  by 
water  in  a  flume,  a  rotary  rod  reel 
separates  the  water  from  the  peas, 
a  water  washing  screen  removes 
the  dirt,  a  pump  returns  the  water, 
spray  washed  and  a  reel  to  dry 
them.  Only  successful  method  of 
thoroughly  washing  peas.  Write 
Berlin  Chapman  Co.,  Berlin. 


BERLIN 


A  COMPLETE  LINE  OF  CANNING  MACHINERY  FOR  ANY  PLANT 


FOR  TOMATO  PICKING 


HAND 

MADE 

or 

MACHINE 

MADE 


FIVE 

TYPES 

at 

REASONABLE 

PRICES 


RIVERSIDE  MANUFACTURIKG  CO..  Murfreesboro.  N.  C. 


THE  BOOK  YOU  NEED  !  ! 

Complete  Course  in  Canning.” 

Nen  6th  Edition 

Publishtd  by  THE  CANNING  TRADE. 


FOR  CANNING  OR  FREEZING 
FANCIEST  WHOLE-KERNEL  CORN 


CORN  CANNING 


TiHfiE  lUi^ifiriEiDt  tCoiwfiP'AVKr'r 

HUSKERS  —  CUTTERS  — TRIMMERS  — CLEANERS 
SILKERS— WASHERS  and  GRINDERS 
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“We  have  completed  our  second 
pack  in  which  we  exclusively 
used  your  cans  and  are  pleased  to 
report  they  have  been  entirely 
satisfactory.  Undoubtedly  you 
will  be  pleased  to  receive  the  re¬ 
port  that  our  pack  was  put  up  with¬ 
out  closing  machine  interruption. 
We  are  perfectly  satisfied  with 
the  equipment  you  are  furnishing 
and  feel  it  is  equal  in  perform¬ 
ance  to  machines  previously  used 
in  our  plant.  We  are  extremely 
satisfied  with  your  service  and 
wholehearted  cooperation.”* 


miles  iHi  MiK 


{*From  a  letter  in  our  files.  Name  on  request.) 


CROWN  CAN  COMPANY  *  PHILADELPHIA,  PA. 

ST.  LOUIS  HOUSTON  MADISON 


Divition  of  Crown  Cork  &  Seal  Company 


INDEPENDENT  AND  HELPFUL 


March  13,  1939 
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THE  MARKETS 

IN  THE  LEADING  CANNED  FOODS  CENTERS 


WEEKLY  REVIEW 

An  Apology — A  New  Move  That  May  Greatly  Help  Reduce 
Present  Stocks  of  Canned  Foods — Heavy  Buying — Watch 
Futures  and  Crop  Acreages — Can  Sales  To  Date 
Exceed  Last  Year’s. 

PAUSE — We  got  ourselves  “balled-up”  last  week, 
completely  omitting  the  California  Market,  that 
always  interesting  and  important  market  report, 
and  much  other  matter.  We  apologize,  and  in  order  to 
get  started  properly  we  are  letting  this  issue  go  by, 
without  featuring  the  Price  Bureau,  although  we  have 
more  price  reports,  and  are  receiving  hearty  endorse¬ 
ments  and  urgings  to  go  on  with  the  great  work.  We 
hope  to  be  all  cleared  away  for  our  next  issue — March 
20th — and  we  ask  your  indulgence  on  this  enforced 
pause.  But  in  the  meantime,  all  you  who  have  begun, 
and  the  many  who  have  promised,  to  send  regular  sales 
reports,  please  get  them  to  us  early  and  keep  them 
coming.  This  will  not  interfere  with  any  of  the  excel¬ 
lent  moves  now  on  foot  to  help  conditions :  the  Canned 
Pea  Co-op;  the  Corn  Canners  Service  Bureau,  which 
has  now  been  incorporated,  with  a  live-wire  Business- 
Secretary,  and  who  is  to  start  the  ball  rolling  during 
this  week;  or  with  the  efforts  of  State  secretaries  who 
are  doing  fine  work,  but  on  the  contrary  will  help  them 
to  a  greater  extent  than  some  might  think.  The  publi¬ 
cation  in  our  Price  Bureau  of  the  sales  reports  they 
collect  will  remove  any  slightest  threat  from  the 
Powers  That  Be,  of  collusion  or  secret  operation,  the 
rock  on  which  such  efforts  have  too  often  foundered. 
The  better  buyers  all  want  it,  as  furnishing  a  definite 
guide,  and  certainly  every  canner  should  see  the  impor¬ 
tance  of  at  least  having  definite  dependable  un¬ 
influenced  prices  published  for  the  guidance  of  all. 

THE  MARKET — The  event  of  the  week  has  been  the 
launching  of  the  Script  Plan  by  the  Government,  in¬ 
stead  of  the  old  Surplus  Buying,  to  be  supplied  to  relief 
agencies.  You  have  this  elsewhere  in  this  issue.  Every 
.  holesaler  and  retailer  will  support  this  move,  and  the 
esult,  since  it  is  especially  directed  toward  the  removal 
f  surplus  food  commodities,  and  does  not  interfere 
ith  either  the  sales  or  the  profits  of  the  handlers,  may 
.rove  phenomenal  in  the  reduction  of  the  canned  foods 
locks  now  in  over-supply.  It  is  to  be  first  tried  out  in 
\  few  localities,  but  we  may  expect  its  use  to  spread 
apidly. 

A  second  feature  in  the  market  is  the  realization  by 
•uyers  that  canned  foods  stocks  are  reducing  more 
'.uickly  than  they  expected,  and  that  many  of  them 
lave  worked  down  to  low  levels,  especially  where 
assortments  are  wanted.  Sizes  of  orders  have  been 
increased,  and  the  orders  themselves  have  become 
more  numerous.  As  yet,  however,  market  prices  do 


not  seem  to  have  been  affected  upwards,  though  more 
and  more  sellers  have  hardened  in  their  ideas  and  are 
sticking  for  full  prices,  at  least.  You  will  notice  this 
all  through  our  market  reports  this  week,  in  all  sec¬ 
tions,  but  especially  on  the  Coast. 

The  release,  not  to  say  the  sacrificing  of,  hypothe¬ 
cated  canned  foods  has  held  the  market  down  ever  since 
the  close  of  the  packing  seasons,  but  it  is  thought  this 
is  growing  near  its  end.  It  has  been  hard  on  many 
canners,  some  of  whom  have  been  forced  into  bank¬ 
ruptcy,  or  failure,  and  the  low  prices  at  which  the 
goods  were  turned  over  to  the  consuming  public,  have 
not  helped  the  general  market  prices.  But  at  least  the 
supplies  have  been  reducd  that  much,  and  since  the 
whole  story  seems  to  be  built  around  the  amount  of 
goods  still  on  hand,  we  may  expect  relief  in  that  sec¬ 
tion  from  now  on,  though  no  sudden  reactions.  The 
buyers  have  the  situation  too  well  in  hand  to  permit 
anything  of  that  kind.  All  food  products,  not  just 
canned  foods,  have  come  in  for  severe  drubbings  for 
more  than  a  year,  but  we  believe  the  end  is  within 
sight.  Then  better  days  should  dawn  for  all  who  have 
weathered  the  storm. 

And  that,  together  with  the  spring-like  feeling  in 
the  air,  is  causing  all  thoughts  to  turn  to  new  acreages 
and  preparations  for  the  season’s  crops  and  packs. 
State  associations  are  warning  their  members  to  go 
slow  about  contracting,  and  especially  slow  about  con¬ 
sidering  futures,  as  costs  under  the  labor  and  wage 
laws  are  most  uncertain.  It  seems  very  certain,  how¬ 
ever,  that  costs  will  be  considerably  higher  than  in  past 
.years.  So  the  advice  is  good. 

Most  recent  reports  of  the  Government  show  that 
prices  of  fresh,  early  vegetables  are  considerably  higher 
than  a  year  ago,  southern  cabbage  being  the  exception 
because  they  say  that  seven  tons  of  cabbage  may  be 
bought  now  for  the  price  of  one  ton  a  year  ago.  That 
should  help  canned  foods  sales  because  of  the  low 
prices  at  which  they  are  being  retailed  to  the  con¬ 
sumers.  It  all  tends  towards  the  reduction  of  those 
predicted  carry-overs,  but  it  also  makes  consideration 
of  contracted  crops,  and  especially  the  extent  of  such 
acreage,  a  very  important  matter.  A  good  many  can¬ 
ners  held-the-bag  for  the  growers  last  year  and  the 
year  before,  and  a  burnt  child  ought  to  dread  the  fire. 

That  same  report  of  the  Government  makes  an  un¬ 
favorable  comparison  between  the  production  and  the 
selling  of  frosted  foods  and  canned  foods.  The  pro¬ 
duction  of  frozen  foods  jumped  tremendously,  although 
the  producers  had  very  heavy  carry-overs,  and  which 
must  be  maintained  at  heavy  cost — since  they  must  be 
maintained  in  refrigeration — but  the  sales  took  up  the 
amount  of  the  increase,  without,  however,  moving  the 
carry-overs.  On  the  other  hand,  these  Government  ex- 
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perts  show  canned  foods  to  have  heavily  fallen  off  in 
sales,  indicating  that  carry-overs  into  this  new  ’39 
season  would  be  considerable.  We  give  you  this  for 
what  it  is  worth. 

Still  another  item  is  the  report  that  sales  of  cans 
to  date  are  ahead  of  this  same  time  last  year.  If  you 
can  assimilate  that,  with  conditions  as  you  see  them, 
then  you  are  “good”. 

The  B.  A.  E.,  under  date  of  March  9th,  reports  the 
indicated  ’39  acreage  of  peas,  for  canning  and  freezing, 
as  280,720  acres,  16  per  cent  below  the  ’38  acreage,  but 
promising  a  yield  of  200,000  tons,  from  which  could 
be  packed  17,000,000  cases  of  canned  peas,  which  with 
the  10  million  “carry-in”  (a  new  and  better  word  for 
carry-over)  would  give  a  supply  for  ’39-’40  of  27  million 
cases,  about  6  million  more  cases  than  they  regard  the 
normal  consumption. 

• 

NEW  YORK  MARKET 

By  “New  York  Stater” 

Special  Correspondent  of  *'The  Canning  Trade" 

All  Growing  Stronger — Better  Buying — Steady  Reducation  of 
Surpluses  Making  Buyers  Think — Government  to  Buy  Grape¬ 
fruit — Fruit  Prices  Advancing — Peas  in  Better  Position — Prices 
Holding  On  All  Items — Salmon  Cleaning  Out 
and  Market  Strong. 

New  York,  March  10,  1939. 

HE  SITUATION — Strong  upward  price  tendencies 
in  the  fish  line;  firm,  unchanged  sellers’  ideas  for 
vegetables  with  but  one  exception,  and  a  general 
hardening  of  quotations  for  fruits,  sums  up  the  current 
market  here  for  canned  foods.  Well  sustained  dis¬ 
tributor  demand  further  touches  up  the  local  picture, 
together  with  improved  sentiment  in  wholesale  quar¬ 
ters.  Those  who  have  not  experienced  better  volume 
have  reason  to  blame  recent  weathr  conditions. 

A  distributors’  statistical  agency  here  this  week  re¬ 
ports  that  the  slight  sagging  in  food  sales  noted  in 
February  gave  way  to  an  upward  trend  during  the  first 
week  in  March.  Nearby  distribution  territories  also 
report  improvement,  and  a  Philadelphia  advice  states 
that  farms  and  factories  in  Pennsylvania  are  rushing 
to  fill  the  $3,000,000  worth  of  additional  buying  orders 
from  store  outlets  in  the  first  three  days  of  the  “Penn¬ 
sylvania  Days”  campaign. 

THE  OUTLOOK  —  Wholesalers  and  brokers  are 
moderately  optimistic  on  volume  prospects  during  the 
next  three  months  for  canned  and  other  foods.  Adop¬ 
tion  of  a  plan  to  spur  relief  distribution  is  reasonably 
certain,  and  with  surplus  supplies  undergoing  reduc¬ 
tion  at  a  faster  rate  during  the  second  quarter  forward 
commitments  in  vegetables  and  fruits  are  being  advised 
at  current  price  levels. 

GRAPEFRUIT — Plans  of  the  Federal  Surplus  Com¬ 
modities  Corporation  to  buy  up  quantities  of  this  item 
in  the  South  have  strengthened  sellers’  views.  Juice 
also  continues  to  move  well  in  the  local  and  adjacent 
territories  owing  to  cold  and  fiu  epidemics.  Texas 
offerings  are  made  at  521/2  cents  to  55  cents  for  the 
No.  2  fancy  juice,  some  naming  the  inside  figure  only 
on  natural  unsweetened. 


PEACHES — Standard  clings  in  No.  21/2  tins  were 
advanced  from  $1.12i/^  to  $1.15  by  Libby,  McNeill  & 
Libby,  f.  o.  b.  West  Coast,  and  the  lower  price  is  no 
longer  openly  named  by  others.  Choice  No.  Is  show 
firmness  and  some  activity  here  at  90  cents,  with 
standard  No.  Is  held  as  75  cents. 

PEARS — Desirable  counts  of  standards  and  choice 
appear  to  have  experienced  a  good  clean-up  in  packers’ 
hands  and  the  California  and  Northwest  descriptions 
seem  to  be  working  into  a  stronger  position.  These 
are  quite  firmly  held  here:  Standard  California  Bart- 
letts,  $1.35  to  $1,371/4  or  2i^s;  choice,  $1.55  to  $1.60, 
and  fancy,  $1.70  to  $1.75.  There  has  been  a  trade 
swing  toward  this  fruit  recently. 

FRUIT  COCKTAIL — Views  of  packer  representa¬ 
tives  reflect  the  California  market  where  ideas  have 
stiffened  materially.  Some  of  the  popular  small  size 
tins  are  reported  in  smaller  supply,  and  the  same 
situation  appears  to  be  prevailing  in  fruits  for  salad. 
No.  2  fancy  cocktail  is  named  at  $1.45  to  $1.50;  salad 
at  $1,571/4  for  fancy  2s. 

CORN — Offerings  of  various  packs  are  being  made 
at  steady  and  unchanged  prices  with  some  pickup  noted 
in  retail  distributor  demand.  Whole  kernel  Golden 
Bantam  from  the  Mid-West,  is  firm  at  80  cents  to  821/2 
cents,  and  Maine  fancies  show  no  alteration  in  sellers’ 
views  at  80  cents  to  85  cents. 

PEAS — Certain  sizes  of  fancy  sweets  have  been 
moving  well  in  this  section  with  2s  and  3s  singled  out 
for  attention.  Supplies  in  jobbers’  and  wholesalers’ 
hands  are  no  longer  burdensome.  Favorable  results 
are  expected  by  canners  from  the  second  phase  of  the 
industry’s  national  campaign  now  getting  under  way. 
The  Alaskas  are  firm  at  65  cents  for  No.  2s. 

SPINACH — Offerings  were  made  during  the  week 
of  California  spring  spinach  at  95  cents,  and  later  a 
single  Texas  canner  was  reported  offering  at  90  cents, 
f.  o.  b.,  although  only  a  limited  amount  of  business  is 
said  to  have  been  taken  by  the  West  Coast  interests 
at  their  price.  The  trade  does  not  expect  much  spinach 
out  of  Texas  this  season,  and  dry  weather  may  cut 
appreciably  into  the  California  yield. 

TOMATOES — Standard  tomatoes  present  a  firm 
appearance,  with  No.  Is  holding  at  38  cents;  No.  2s, 
60  cents;  No.  2l^s,  85  cents,  and  No.  3s  at  95  cents. 
Peninsula.  Some  replacement  purchases  have  been 
effected  to  replenish  lighter  inventories.  Canner  stocks 
also  have  been  lightened  recently  and  the  market  has 
been  relieved  of  pressure  from  liquidated  holdings. 

SALMON — A  number  of  packers  state  that  they  are 
out  of  pinks  and  chums  and  with  seasonal  demands 
pressing  for  supplies  the  market  is  still  in  a  strong 
position.  The  Northwest  reports  that  the  lower- 
priced  lines  also  are  developing  strength.  The  West 
Coast  is  understood  to  have  turned  down  business  in 
pinks  at  $1.05,  and  an  advance  to  $1.10  is  believed 
imminent  along  with  a  rise  to  $1  on  chums.  One  seller 
at  least  has  moved  quotations  up  to  these  levels. 
Canned  salmon  exports  during  1938,  according  to  the 
Seattle  office  of  the  Bureau  of  Foreign  and  Domestic 
Commerce,  were  almost  50,000,000  pounds,  a  gain  of 
25  per  cent  over  1937. 

SARDINES — Supplies  of  Maine  and  California  de¬ 
scriptions,  remain  short  and  replacement  orders  are 
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f :ot  readily  filled.  Imported  grades  as  a  result  ap-  nent  feature  is  that  canners  themselves  seem  to  have 
]  .'ared  to  have  benefitted.  Keyless  Maine  quarters  more  confidence.  The  general  nominal  market  is: 

i:  ie  strong  at  $4  to  $4.25,  and  the  keys  are  held  at  a  No.  2  Standard  Crushed  White . $  .621/2  factory 

minimum  of  $4.60.  Sellers  are  asking  $3.25  for  Cali-  No.  2  Ex.  Std.  Crushed  White . 65  factory 

iornia  oval  Is.  No.  2  Fancy  Whole  Grain  Yellow  .80  factory 

TUNA — Complete  lines  of  either  white  meat  or  No.  2  Fancy  Whole  Grain  White . 95  factory 

yellowfin  are  lacking  in  packer  quarters  and  the  mar-  SPINACH— Reports  from  the  Ozarks  are  that  only 

ket  continues  very  firm.  White  tuna  flakes  are  not  fg^  canners  will  operate  this  season  and  that  those 
quoted  below  $4.50,  although  a  short  while  ago  $4.25  fg^y  have  difficulty  in  securing  sufficient  raw  ma- 
could  be  done  readily.  Yellowfin  halves  are  $5.25  to  terial  as  there  was  but  little  acreage  contracted.  The 
$5.50,  Japanese  whites,  $6.60  for  halves.  fresh  shipping  market  is  taking  the  spinach  on  open 


CHICAGO  MARKET 

By  “Illinois” 

Special  Correspondent  of  “The  Canning  Trade” 

Getting  Better  and  Better — Tomatoes  Firming  Up — Canners 
Favor  the  Price  Bureau — Corn  Stronger,  More  Confidence 
Shown — Small  Acreage  Planted  to  Spinach — Beets  Quiet — 
Steady  Market  on  Beans — Confusion  in  Grapefruit — California 
Fruits  Stronger — Honey  in  Cans — Know  Your  Broker. 

Chicago,  March  10,  1939. 

ENERAL  MARKET  —  They  say  that  straws 
show  which  way  the  Trade  Winds  blow.  Here 
are  just  a  few  headlines  from  the  daily  press 
of  the  past  week: 

Steel  Operations  Reach  55.8  Level 
January  Auto  Sales  Up 

Gypsum  Co.  January  Profit  Double  Year  Ago 
Raw  Silk  Higher:  Hosiery  Advanced 
Life  Insurance:  New  policies  written  during  Janu¬ 
ary  exceed  same  period  last  year  by  24  per  cent 
Sears-Roebuck  Sales  Best  on  Record 
Awards  For  Heavy  Building  Gain  Sharply 
All  this  should  mean  for  a  steadier  and  better  canned 
food  market  within  the  near  future,  although  much 
will  depend  upon  the  acreage  that  canners  will  plant 
this  season  in  the  major  vegetable  items  like  peas, 
corn,  green  beans,  beets,  tomatoes,  etc. 

MARCH — Poets  have  sung  of  the  Ides  of  March,  but 
in  the  good  old  U.  S.  A.  this  month  is  always  a  reminder 
of  the  four-page  form  which  Uncle  Sam  supplies  free, 
but  from  which  point  on — it’s  up  to  the  individual  tax¬ 
payer.  After  all,  it’s  just  one  of  those  unpleasant 
.umual  procedures  that  have  to  be  done.  The  15th  of 
he  month  is  the  deadline. 

TOMATOES — The  trend  of  the  market  is  firmer,  but 
it’s  a  mighty  slow  process  as  buyers  are  stubbornly  re¬ 
sisting  all  advances.  Prices  are  the  same  as  quoted 
m  this  column  last  week. 

PEAS — Favorable  comment  has  been  made  by  a 
lumber  of  Wisconsin  pea  canners  over  your  Price 
iiureau  and  those  who  really  want  to  see  stability,  are 
irging  canners  generally  to  report  their  sales. 

No.  2  tin  standard  Wisconsin  Early  June  peas  are 
now  hard  to  find  at  65  cents,  factory.  Some  little  de¬ 
mand  has  been  noted  for  No.  10  tins  during  the  week 
under  review.  Prices  on  these  range  around  $3.50 
for  No.  10  standard  No.  3  Alaskas. 

CORN — The  undertone  seems  to  be  stronger,  but 
sales  resistance  is  stubborn  in  this  item  too.  Promi- 


acreage  and  paying  more  than  the  canner  can  afford 
to.  A  fair  volume  of  business  is  being  recorded  and 
the  range  of  the  market  is : 

No.  2  tin  Spinach . $  .60  to  .621/^  factory 

No.  2^2  tin  Spinach . 85  to  .90  factory 

No.  10  tin  Spinach .  2.75  to  2.85  factory 

California  interests  have  named  opening  prices  on 
the  fancy  spring  pack  as  follows : 


No.  2  California  Fancy . $  .70  Coast 

No.  21/^  California  Fancy . 90/.95  Coast 

No.  10  California  Fancy .  3.25  Coast 


BEETS — The  market  is  drifting.  Little  of  interest 
is  noted.  Buying  is  in  narrow  lines.  Heavy  pressure 
to  sell  seems  to  have  been  withdrawn  during  the  past 
ten  days. 

GREEN  AND  WAX  BEANS — A  steady  market 
rules  with  routine  buying.  No.  2  standard  cut  green 
are  available  at  65  cents,  delivered  Chicago  from  near¬ 
by  States,  with  No.  2  standard  cut  wax  671/^  to  70  cents, 
delivered.  Following  are  some  quotations  named  by 
a  prominent  Wisconsin  canner  in  a  recent  bulletin: 

No.  2  tin  Fancy  No.  1  Sieve  Whole  Green... .$1.45 
No.  2  tin  Fancy  No.  2  Sieve  Whole  Green....  1.30 

No.  2  tin  Fancy  Small  Cuts  Green .  1.00 

No.  2  tin  Ex.  Std.  Cut  Green . 70 

GRAPEFRUIT  AND  GRAPEFRUIT  JUICE  — A 
certain  amount  of  confusion  still  seems  to  prevail  in 
Florida  which  is  limiting  the  volume  of  business  that 
otherwise  would  be  booked  in  the  Chicago  territory. 
Florida  canners  continue  to  be  out  of  the  running  on 
grapefruit  juice.  Quotations  from  that  State  on 
segments  are: 

No.  2  Fancy . $  .80  to  .85  factory 

No.  5  Fancy  .  2.25  to  2.40  factory 

No.  2  Broken  Sections . 671/2  fo  •'70  factory 

Out  of  Texas,  grapefruit  juice  is  still  being  quoted 
at  prices  named  in  this  column  last  week.  Some  off- 
quality  juice  was  offered  as  low  as  45  cents  for  No.  2 
tins  and  $1.95  for  the  No.  3  tall  cans,  but  not  many 
buyers  care  to  handle  the  product. 

CALIFORNIA  FRUITS — A  decidedly  stronger  mar¬ 
ket  rules  in  California  on  peaches  and  the  latest  report 
in  that  standard  clings  at  $1.10  and  choice  at  $1.20  are 
practically  unavailable.  Some  say  the  market  is  firm 
basis  of: 

No.  21/)  Standard  Y.  C . $1,121/^  Coast 

No.  21/2  Choice  Y.  C .  I.221/2  Coast 

Apricots  have  not  been  active  of  late.  The  local 
trade  seem  anxious  to  clean  up  their  spot  holdings  and 
have  more  or  less  bare  floors  prior  to  the  new  apricot 
packing. 
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PACIFIC  NORTHWESTERN  FRUITS  —  Fill-in 
orders  are  noted  on  items  like  berries,  both  No.  2  and 
No.  10  tins,  and  Oregon  prunes,  but  when  it  comes  to 
pears,  there  has  been  an  active  demand  for  the  popular 
grades  of  No.  21/^  choice.  These  have  been  very  diffi¬ 
cult  to  obtain  and  the  market  on  preferred  counts  in 
choice  is  $1.45  bottom  to  $1.55  maximum. 

HONEY — Everyone  is  more  or  less  accustomed  to 
honey  being  packed  in  glass,  particularly  for  the  con¬ 
sumer  trade.  Now  comes  an  Idaho  firm,  the  first  to 
pack  honey  in  lithographed,  key  opener  tins.  Samples 
have  been  shown  to  the  local  trade  during  the  past 
week. 

FISH — The  tuna  market  is  much  firmer.  Spot  stocks 
in  Chicago  are  practically  exhausted.  The  salmon 
situation  continues  in  its  firmness.  Shrimp  is  round¬ 
ing  to  also,  and  before  Lent  is  over,  jobbers’  stocks  will 
have  also  been  materially  reduced. 

KNOW  YOUR  BROKER — To  insure  healthier  mar¬ 
ket  conditions,  sell  your  goods  through  an  independent 
food  broker,  preferably  one  who  is  a  member  of  the 
National  Food  Brokers  Association. 

A  well  known  independent  food  broker  had  this  to 
say  in  a  recent  communication : 

“Insist  that  principals  eliminate  those  brokers  who 
are  consistently  going  out  and  underquoting  the  mar¬ 
ket,  asking  buyers  to  bid  on  the  merchandise  they  have 
to  offer,  submitting  these  bids  to  their  principal  and 
passing  information  on  to  the  principal  that  they  are 
naming  this  price  in  order  to  meet  competition.  In 
reality,  competition  has  not  quoted  such  prices.  While 
we  realize  that  the  past  12  months  have  been  a  buyers’ 
market,  we  believe  that  a  certain  class  of  brokers  has 
contributed  more  than  any  other  factor  to  breaking 
down  prices.  This  experience  should  cause  every 
principal  to  analyze  his  brokerage  connections,  elimin¬ 
ating  every  broker  who  has  not  been  representing  him 
fairly  and  honestly.” 

• 

CALIFORNIA  MARKET 

By  “Berkeley” 

Special  Correspondent  of  "The  Canning  Trade" 

Crop  Outlook  Not  Good — Fewer  Canners  Will  Touch  Spinach 
This  Year — Prices  Only  When  Costs  Are  Known — Fruits 
Quiet — Heavier  Than  Usual  Sales  of  Olives — Canned  Potatoes 
Growing  in  Popularity — Canning  Hominy — Pimientos  Low  in 
Stock — Lima  Beans  Well  Sold  Up. 

San  Francisco,  March  9,  1939. 

CROPS — Prospects  are  not  bright  for  large  crops 
in  California  this  season.  The  drought  con¬ 
tinues  throughout  much  of  the  State,  with  some 
districts  reporting  the  smallest  precipitation  for  the 
season  to  date  since  1867.  Few  districts  are  able  to 
report  as  much  as  one-half  the  normal.  Lessened  pro¬ 
duction  in  most  of  the  lines  in  which  canners  are  directly 
interested  might  be  welcome,  under  the  circumstances, 
but  to  growers  the  lack  of  rain  comes  as  a  calamity. 
It  means  costly  irrigation,  where  irrigation  is  possible. 


and  added  cultivation,  and  added  prices  for  farm 
products,  to  cover  increased  costs,  do  not  seem  in  sight. 

SPINACH — Spinach  is  badly  in  need  of  rain,  but  the 
yield  can  still  be  quite  good  from  the  acreage  planted 
if  storms  come  within  the  next  few  days.  This  is  a 
crop  that  responds  quickly  to  the  water  treatment  even 
when  it  appears  quite  sick.  The  list  of  California 
canners  to  handle  spinach  will  be  a  limited  one  this 
year  and  the  output  cannot  but  be  light,  compared  to 
that  of  recent  years.  Here  and  there  opening  prices 
are  making  an  appearance  as  feelers  but  many  are 
hedged  about  with  qualifications  and  do  not  reflect 
the  ideas  of  the  trade,  as  a  whole.  Mostly,  they  are 
well  below  the  spot  quotations.  Packers  of  featured 
lines  do  not  plan  to  come  out  with  prices  until  costs 
and  crop  conditions  are  better  known. 

FRUITS — The  California  canned  fruit  market  seems 
without  change,  as  far  as  prices  are  concerned.  The 
demand  is  drifting  along  with  little  fluctuation  day 
by  day.  Canners  are  gradually  getting  sold  up  on 
some  items,  but  withdrawals  cause  little  comment. 
Most  items  in  the  list  are  firmly  held,  although  it  is 
said  that  some  canners  are  commencing  to  show  a 
tendency  to  offer  concessions  on  apricots. 

OLIVES — California  ripe  olive  packing  interests  are 
greatly  pleased  with  the  manner  in  which  this  fruit 
is  moving  into  consumption.  Sales  are  much  heavier 
than  they  were  a  year  ago  and  with  the  new  pack  a 
comparatively  light  one,  some  items  are  getting  very 
closely  sold  up.  The  outlook  is  for  a  very  close  cleanup 
of  stocks  on  hand  before  another  crop  will  be  available. 
For  featured  brands  prices  on  No.  1  tails  are  largely 
as  follows:  Large,  $1.27i-j;  extra  large,  $1.35;  mam¬ 
moth,  $1.55;  giant,  $1.70;  jumbo,  $1.85;  colossal,  $2.25, 
and  super  colossal,  $2.50.  The  California  Packing 
Corporation,  which  had  been  offering  Del  Monte  ripe 
olives  on  this  basis  for  shipment  prior  to  February  15, 
has  extended  shipment  date  to  May  1. 

CANNED  POTATOES — Early  garden  new  potatoes 
is  an  item  that  is  coming  in  for  more  and  more  atten¬ 
tion  as  housewives  learn  about  it.  Most  of  the  business 
done  here  is  at  80  cents  for  No.  2s  tall,  although  there 
are  offerings  at  a  little  lower  price. 

HOMINY — California  pack  hominy  is  getting  more 
and  more  of  a  play  in  this  market,  with  several  canners 
in  the  field.  Prevailing  prices  are  about  90  cents  for 
No.  2  tall  and  $1.10  for  No.  2i/^s. 

PIMIENTOS — The  California  Packing  Corporation 
is  sold  out  on  its  Del  Monte  brand  red  pimientos  in 
the  No.  7V-2  oz.  size,  but  is  still  offering  the  4  oz.  at 
75  cents.  This  is  also  the  price  on  peeled  green  chili. 

LIMA  BEANS  —  Some  of  the  more  important 
packers  of  lima  beans  are  completely  sold  out  of  all 
sizes  of  the  blended  green  grade,  but  other  items  in  the 
list  seem  in  good  supply.  Some  top  grades  of  stringless 
beans  are  getting  in  light  supply,  notably  No.  2  tall 
asparagus  style.  No.  4  sieve,  cut  are  also  in  limited 
supply  with  some,  but  most  other  counts  are  fairly 
plentiful.  Some  California  packers  are  hesitating  to 
make  plans  for  the  new  season,  finding  it  difficult  to 
meet  competition  from  some  other  places  where  labor 
costs  are  so  much  smaller. 
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GULF  STATES  MARKET 

By  “Bayou” 

Special  Correspondent  of  "The  Canning  Trade” 

Shrimp  Production  Very  Light — Weather  Unfavorable — Market 
Firm — But  Few  Oysters  Canned — Still  Light  on  Crab  Meat. 

Mobile,  Ala.,  March  10,  1939. 

HRIMP — The  production  of  shrimp  in  Alabama 
and  Mississippi  was  very  light,  and  limited  to  a 
few  strikes  of  small  and  medium  shrimp  in  the  bay 
and  Mississippi  Sound. 

The  disturbance  in  the  Gulf,  which  has  kept  the 
shrimp  boats  from  fishing  for  about  three  weeks,  still 
prevailed  and  very  few  shrimp  boats  ventured  in  the 
Gulf. 

Fairly  good  catches  of  large  shrimp  have  been  made 
in  Louisiana  in  the  bays  and  lakes  near  the  Gulf,  but 
not  in  sufficient  quantities  to  can  and  they  went  to  the 
raw  headless  shrimp  dealers. 

The  raw  headless  shrimp  market  is  very  strong  and 
when  this  happens  and  shrimp  are  scarce,  there  is  very 
little  chance  of  any  canning  going  on,  because  the  raw 
dealers  get  all  the  shrimp,  because  they  are  able  to 
pay  a  higher  price  for  them. 

Large,  raw  headless  shrimp  are  bringing  15  and 
16  cents  per  pound  f.  o.  b.  shipping  point. 

Due  to  the  scarcity  of  fresh  shrimp,  jumbo  frozen, 
headless  shrimp  have  been  moving  freely  at  12  and  13 
cents  per  found,  f.  o.  b.  freezer. 

The  canned  shrimp  market  is  firm  and  quotations 
are  limited  to  large  No.  1  shrimp  at  $1.15  and  $1.20 
per  dozen,  f.  o.  b.  factory.  Very  few  small  and  medium 
shrimp  are  available. 

OYSTERS  —  Very  few  oysters  were  canned  in 
Alabama  last  week,  due  to  the  dredging  of  oysters 
being  stopped  by  the  oyster  commissioners,  and  the  un¬ 
favorable  weather  conditions  for  tonging  oysters. 

Mississippi  and  Louisiana  did  not  can  many  oysters 
either,  due  to  rough  weather  in  the  lakes  and  bayou, 
which  interfered  with  the  oystermen  working. 

Raw  oysters  moved  very  freely,  due  to  the  Lenten 
demand. 

The  movement  of  canned  oysters  this  season  was 
larger  than  anticipated  and  the  sale  of  them  has  been 
\ery  good,  considering  business  conditions. 

The  price  of  canned  oysters  is  90  cents  per  dozen  for 
live  ounce,  and  $1.80  for  ten  ounce,  f.  o.  b.  factory. 

CRAB  MEAT — The  production  of  crab  meat  in  this 
ection  continues  light,  and  dealers  here  have  had  to 
bring  in  crab  meat  from  the  East  in  order  to  supply 
she  trade. 

The  stock  of  frozen  crab  meat  has  been  greatly  re¬ 
duced,  due  to  the  scarcity  of  fresh  crab  meat  this 
Winter. 

The  price  of  fresh  white  crab  meat  is  35  cents  per 
i)ound  for  the  white  and  25  cents  per  pound  for  the 
daw,  f.  o.  b.  shipping  point,  with  frozen  crab  meat 
selling  for  5  cents  per  pound  cheaper. 


TEXAS  RIO  GRANDE  VALLEY  MARKET 

By  “Rio  Grande” 

Special  Correspondent  of  "The  Canning  Trade” 

Minimum  Price  Cone — Prices  Co  Off — Government  Buying 
May  Come  to  Rescue — Small  Pack  of  Kraut  Selling  At  Low 
Prices — Asking  for  Tomato  Prices. 

McAllen,  Texas,  March  9,  1939. 

CONOMIC  MONSTROSITY— There  is  no  longer  a 
Minimum  Price  Act  governing  what  must  be  paid 
for  grapefruit.  It  was  upon  every  embittered 
tongue  only  a  few  short  days  past,  but  even  passing 
reference  is  no  longer  heard.  While  it  was  in  farcical 
effect,  it  kept  the  industry  in  turmoil,  which  was  more 
or  less  of  a  pleasant  change  from  just  plain  ordinary 
chaos.  The  minimum  price  act  was  a  complete  failure, 
an  economic  monstrosity;  you  cannot  beat  the  law  of 
supply  and  demand. 

The  first  effect  profoundly  felt  was  a  complete  slump 
in  prices  until  now  No.  2  unsweetened  grapefruit  juice 
is  more  or  less  established  at  47  Vo  cents,  with  some 
sales  reported  as  low  as  45  cents,  f.  o.  b..  Valley; 
12/46  oz.  unsweetened  juice  at  $1.10;  reason:  even 
while  a  number  of  packers  are  quoting  higher  prices, 
canners  who  had  gambled  on  fruit  at  give  away  prices 
are  now  in  position  to  deliver  at  these  prices. 

However,  packers  are  keeping  one  hopeful  eye  on 
one  last  trick.  The  F.  S.  C.  C.  may  announce  its  pro¬ 
gram  on  canned  grapefruit  juice  any  moment,  and  it 
should  bolster  prices.  It  is  rumored  that  it  will  buy 
well  over  1,000,000  cases,  with  a  net  return  to  the 
grower  of  at  least  15  cents  per  box  for  his  fruit. 

SAUERKRAUT  —  This  item  remains  slow  in  de¬ 
mand,  and  the  price  continues  to  remain  No.  2s  at  50 
cents  to  521/2  cents,  f.  o.  b.  Valley.  The  pack  is  quite 
small. 

TOMATOES — The  inquiry  continues  to  trickle  in, 
especially  requesting  ideas  of  price.  So  far  no  canner 
has  seemed  willing  to  make  any  commitments.  The 
crop  is  coming  along  in  a  good  way,  but  the  country 
needs  rain  badly. 

RATES — The  entire  South  and  Southwest  seems  to 
be  up  in  arms  against  what  is  termed  discriminating 
rates,  not  a  matter  of  service,  but  “what  the  traffic 
will  bear,”  and  able  to  pay. 

• 

CANCO’S  MR.  STURDY  SPEAKS 

March  13 — Brandenton,  Fla.,  Rotary  Club. 

March  14 — Sarasota,  Fla.,  Service  Club. 

March  15 — Fort  Myers,  Fla.,  Kiwanis  Club,  at  noon. 

March  16 — Miami,  Fla.,  Dietitians  and  Home  Economists,  at 
11:10  A.  M. 

March  16 — Miami,  Fla.,  Rotary  Club,  at  12:15  P.  M. 

March  17 — Coral  Gables,  Fla.,  Students,  at  10:10  A.  M. 

March  17 — Miami,  Fla.,  Kiwanis  Club,  at  12:15  P.  M. 

March  20 — Fort  Pierce,  Fla.,  Luncheon  Group. 

March  21 — West  Palm  Beach,  Fla.,  Civic  Clubs,  at  noon. 

March  22 — Bartow,  Fla.,  High  School,  at  10:45  A.  M. 

March  22 — Bartow,  Fla.,  Rotary  Club,  at  noon. 

March  23 — Winter  Haven,  Fla.,  Rotary  Club,  at  12:30  P.  M. 

March  24 — Deland,  Fla.,  Stetson  University. 
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EDITORIAL 

(Continued  from  page  6) 

And  every  buyer  knows  it  immediately  and  puts  on  pressure. 
The  sales  force  first,  and  then  the  management,  is  open  to 
constant  onslaughts  by  the  mass  of  buyers.  And  being  of  a 
mind  to  consider  these  lower  offers,  seeing  business  apparently 
lost  by  not  accepting  them,  the  collapse  comes  sooner  or  later 
and  the  house  becomes  just  another  unorganized  mob,  suffering 
from  the  attacks  of  the  buyers  and  its  own  sales  force. 

I  am  utterly  convinced  that  I  know  exactly  what  I  am  talking 
about  for  the  simple  reason  that  I  have  been  a  victim  of  the 
attempt  to  do  a  little  price  cutting  once  in  a  while.  But  that 
was  a  long  time  ago.  The  outcome  scared  me  out  of  the  prac¬ 
tice  for  life.  By  that,  I  don’t  mean  I  won’t  lower  prices  just  as 
I  will  advance  them,  when  conditions  warrant  it.  But  the 
moves,  up  or  down,  must  be  so  wide  open,  so  completely  under¬ 
stood  by  all  concerned,  especially  the  sales  force,  that  no  buyer 
or  prospect  can  get  the  idea  that  any  of  the  price  moves  are 
confidential  or  secret. 

Summing  up,  it  invariably  works  out  like  this:  Give  a  sales¬ 
man  the  slightest  idea  that  you  will  be  open  to  lower  offers,  and 
you  have  no  more  safe  program.  You  are  soon  getting  a 
sharply  reduced  price  for  your  product.  And  you  have  lost 
your  control  over  your  sales  force.  You  are  on  the  defensive 
in  the  matter  of  what  to  get  for  your  products.  The  salesmen 
indicate  to  the  buyers  that  there  is  no  firm  price  level  and  no 
buyer  ever  feels  that  he  is  buying  to  best  advantage.  Always 
he  wonders  what  some  larger  buyer  pays.  Or,  if  he  is  a  large 
buyer,  he  tells  himself  if  he  just  drives  hard  enough,  he  will 
buy  for  less.  No  buyer  can  ever  have  confidence  in  a  house 
unless  he  can  depend  upon  its  price  structure.  Nothing  so 
destroys  that  feeling  of  confidence  on  the  part  of  the  buyer, 
as  even  an  idea  that  the  house  will  consider  lower  offers. 

Of  course,  if  you  want  to  go  out  of  business  and  are  in  the 
middle  of  trying  to  get  what  you  can  for  your  stock  in  hand, 
that  is  another  matter.  And  being  open  for  offers  is  one  very 
good  way  to  get  to  that  point. 

I  am  now  going  to  cut  this  short  and  write  to  that  new 
salesman.  First,  I’m  going  to  oil  this  machine  up  well  so  it 
will  travel  fast. 

Do  you  get  the  point?  Well  hold  to  it  and  never  let 
go.  The  Price  Bureau  will  help  you  to  know  the  proper 
price  to  set.  Then  send  us  your  sales  reports  and  show 
the  world  that  you  know  how  to  sell.  Never  mind  the 
chislers — ^they  are  just  busy  driving  themselves  out 
of  business. 

• 

JOHN  J.  GIBBONS,  prominent  food  broker  of  Chicago  and  long 
associated  with  Walter  A.  Frost  &  Co.,  died  at  his  home  on 
February  25  at  the  age  of  sixty-two  years.  Mr.  Gibbons  was 
one  of  the  best  known  men  of  the  Chicago  Food  Trade. 

• 

DR.  NEIL  CROTHERS,  Dean  of  the  School  of  Public  Administra¬ 
tion  of  Lehigh  University  who  made  his  debut  to  the  canning 
industry  generally,  when  he  addressed  the  canners  at  the 
National  Convention  in  1937  and  renewed  acquaintances  again 
this  year,  has  been  selected  by  N.  C.  A.  to  conduct  studies  into 
financing  and  distribution  in  the  program  of  economic  research 
approved  at  this  year’s  convention,  as  a  result  of  the  recom¬ 
mendation  of  the  committee  on  economic  research. 

• 

j.  B.  JACKSON  will  succeed  John  Kelly  as  President  of  the 
Washington  State  Council  of  Cannery  Unions. 

• 

A  NEW  BOOKLET  currently  being  issued  by  the  American  Can 
Company,  takes  its  place  in  a  series  of  publications  designed  to 
aid  retailers  in  selling  more  canned  foods.  “WAYS  TO  SELL 
MORE  CANNED  GRAPEFRUIT  AND  GRAPEFRUIT 
JUICE”  features  recipes  with  photographs  in  natural  color  for 
display-building  purposes.  These  are  arranged  for  easy  re¬ 
moval  and  use  on  counter  cards  where  photographs  of  prepared 
foods  are  known  to  be  powerful  sales  stimulants.  Further  in¬ 
formation  for  the  benefit  of  grocers  includes  selling  ideas, 
display-building  suggestions  and  facts  about  canned  grapefruit 
and  grapefruit  juice. 


THE  STAMP  PLAN  FOR  FOOD  SURPLUSES 

Washington,  March  7,  1939. 

HE  Government’s  new  plan  for  subsidizing  the 
purchase  of  surplus  food  by  relief  clients  was  put 
in  final  form  today  for  submission  to  a  conference 
of  grocers  next  week. 

The  food  and  grocery  conference  committee,  com¬ 
posed  of  food  retailers,  will  be  asked  to  approve  a 
revised  plan  to  be  offered  by  the  Federal  Surplus  Com¬ 
modities  Corporation.  If  approved,  it  will  be  put  into 
effect  in  selected  cities  about  April  15. 

Relief  clients,  under  the  new  plan,  would  be  given 
the  option  of  taking  all  of  their  pay  in  cash  or  part  in 
cash  and  part  in  orange-colored  stamps  which  could  be 
exchanged  at  any  grocery  for  food. 

Those  who  took  part  pay  in  orange  stamps  would 
be  given  blue  stamps  equal  to  one-half  the  value  of  the 
orange.  The  value  of  the  blue  stamps  would  in  effect 
be  an  increase  in  their  relief  pay.  The  blue  stamps, 
however,  could  be  exchanged  only  for  surplus  food 
products.  Blue  stamps  could  be  obtained  only  by  those 
who  purchased  orange  stamps. 

Sponsors  of  the  proposal  predicted  that  if  it  is 
adopted  it  will  enable  relief  clients  to  increase  their 
purchases  of  food  by  one-third,  improve  living  stan¬ 
dards  and  reduce  farm  surpluses. 

The  experiment  will  be  financed  with  funds  of  the 
Federal  Surplus  Commodities  Corporation,  which  now 
has  approximately  $60,000,000  available  annually  for 
purchasing  farm  surpluses  and  removing  them  from 
the  market.  Technically  some  $145,000,000  of  subsidy 
funds  are  available  for  use  by  the  corporation,  but  a 
considerable  share  of  this  amount  has  been  diverted 
by  Congress  to  other  purposes.  The  fund  constitutes 
30  per  cent  of  customs  receipts. 

The  plan  calls  for  issuance  of  two  different  colored 
stamps — probably  blue  and  orange — ^to  W.  P.  A.  clients 
and  other  types  of  relief  beneficiaries. 

EXAMPLE  IS  GIVEN 

Here  is  an  example  of  how  it  would  work: 

W.  P.  A.  worker  Jones  now  receives  $50  a  month  from  the 
Government.  Under  the  new  plan  he  would  he  paid  $30  in  cash 
and  $20  in  orange  stamps,  which  he  could  exchange  for  any 
food  he  wished,  hut  not  for  tobacco  or  liquor,  at  any  grocery 
store,  and  $10  in  blue  stamps  which  he  could  exchange  only  for 
food  of  which  the  Federal  Surplus  Commodities  Corporation  has 
declared  there  is  a  surplus. 

The  grocer  would  take  the  stamps  in  exchange  for  foods  at 
their  regular  price.  He  could  cash  them  at  any  post  office  or 
bank. 

Issuance  of  the  blue  stamps,  in  effect,  would  give  the  relief 
recipient  a  20  per  cent  increase  in  benefits. 

Officials  said  “no  strings”  would  be  tied  to  grocers  under  the 
plan,  other  than  that  the  stamps  would  have  to  be  honored  at 
face  value  in  the  purchase  of  foods.  No  effort  would  be  made 
to  set  a  price  on  any  food.  Grocers  would  continue  to  purchase 
their  food  supplies  through  the  present  channels. 

The  only  Government  “control”  of  the  plan  would  be  the  week- 
to-week  announcement  of  which  foods  were  surpluses.  These 
surpluses  would  be  displayed  prominently  in  all  stores  and  would 
be  sold  to  all  customers  at  the  regular  price. 

• 

CONVENTION  DATES 

MARCH  15-17,  1939 — Wisconsin  Canners  Short  Course,  Madi¬ 
son,  Wis. 

APRIL  13-14,  1939 — Tri-State  Packers’  Association,  Spring 

Meeting,  Lord  Baltimore  Hotel,  Baltimore. 
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CANNED  FOOD  PRICES 


All  Prices  quoted  F.  O.  B.  Factory 


CANNED  VEGETABLES— Continaed 


Prices  given  represent  the  high  and  low  canners’  selling  price 
of  the  current  week,  subject  to  the  customary  cash  discounts. 
Quotations  per  dozen  unless  otherwise  noted.  “Eastern” 
quotations  for  Atlantic  Coast  States  east  of  Ohio  River; 
“Central”:  Central  States  West  of  Ohio  River  to  Mountain 
States;  “West  Coast”:  Mountain  and  Pacific  Coast  States. 

Quotations  on  this  page  are  for  spot  goods.  For  future 
quotations  see  market  reports. 


Canned  Vegetables 


Eastern 

Central 

West  Coast 

Low  High 

Low  High 

Low 

High 

ASPARAGUS 

White  Colossal,  No.  2 

2.46 

2.66 

Large,  No.  2%... . . 

2.60 

2.60 

Medium,  No.  2% . 

2.46 

2.60 

Green  Mam.,  No.  2  ra  cans...... 

2.60 

2.60 

2.40 

2.60 

Large,  No.  2 . . 

2.40 

2.60 

2.36 

2.60 

Tips,  White,  Mam.  No.  1  sq . 

2.40 

2.46 

Small,  No.  1  sq . 

».••••• 

. . 

2.16 

2.26 

Green  Mam.,  No.  1  sq . 

. . 

....... 

2.20 

2.26 

Small,  No.  1  sq . . . 

see.... 

....... 

2.00 

2.40 

Green  Tips,  60/80,  28................ 

1.86 

2.10 

2.10 

kl6 

....... 

Green  Tips,  40/60,  2s...... . 

2.00 

2.60 

2.30 

2.35 

....... 

1.66 

1.76 

7.26 

Green  Cuts,  28 . 

1.06 

1.16 

— 

STRINGLESS  BEANS 

Fancy  French  Cut  Green,  No.  2 

.85 

1.00 

1.10 

1.10 

1.20 

4.25 

6.00 

6.00 

Ex.  Std.  Cut  Green,  No.  2 . . 

.62% 

.75 

.67% 

.80 

.90 

1.00 

No.  10  . 

3.00 

3.00 

Std.  Cut  Green,  No.  2 . 

.56 

.60 

.62% 

.70 

.76 

.80 

No.  10  . . . . 

2.56 

2.75 

3.26 

3.35 

3.26 

3.60 

Fancy  Whole  Green,  No.  2 . 

.95 

1.20 

1.15 

1.45 

1.25 

1.75 

No.  10  . . 

4.60 

6.60 

4.76 

4.85 

6.25 

Ex.  Std.  Whole  Green,  No.  2.... 

.80 

1.10 

1.20 

1.20 

No.  10  . 

4.00 

4.76 

6.26 

6.26 

Fancy  Cut  Wax,  No.  2.............. 

.80 

.96 

.90 

.96 

Na.  10  . . 

4.00 

4.76 

4.50 

6.00 

Ex.  Std.  Cut  Wax,  No.  2........„ 

.70 

.76 

.80 

.90 

No.  10  . 

3.35 

4.15 

4.00 

4.50 

Std.  Cut  Wax,  No.  2 . 

.65 

.70 

.65 

.76 

2.75 

3.50 

Fancy  Whole  Wax,  No.  2....... 

1.00 

1.20 

1.05 

1.20 

No.  10  . 

4.76 

...M.. 

Ex.  Std.  Whole  Wax,  No.  2...... 

1.00 

1.16 

Na  10  . 

Std.  V^ole  Wax,  No.  2 . 

.60 

.67% 

.66 

No.  10  . . . 

2.70 

2.66  ■ 

3.25 

LIMA  BEANS 

1.20 

1.57% 

1.35 

1.50 

1.60 

No.  10  .'. . 

7.00 

7.60 

No.  2  Fancy  Small  Green . 

1.16 

1.25 

1.30 

No.  2  Medium  Green . 

1.16 

1.16 

1.16 

1.30 

1.26 

1.26 

Na.  10  . 

6.26 

6.00 

No.  2  Green  &  White . 

.72% 

.97% 

.96 

.90 

.90 

Na  10  . 

4.60 

4.87% 

3.75 

4.00 

No.  2  Fresh  White . 

.67% 

.80 

.72%  .80 

.90 

.95 

Na  1 0  . 

3.75 

4.26 

No.  2  Soaked . 

.67% 

.60 

.66 

Hj;ETS 


Whole,  No.  2 . 

No.  2%  _ 

No.  10  _ 

S!.d.  Cut,  No.  2 . 

No.  2%  . 

No.  10  ...................... 

.  .  ncy  Cut,  No.  2 . 

No.  2%  - 

■io.  10  . . . 

■d.  Sliced,  No.  2 . 

No.  2%  . . 

No.  10  . . 

:ncy  Sliced,  No.  2.. 
No.  10  . 


.70 

1.00 

1.20 

2.96 

3.60 

.67% 

.62% 

.76 

.86 

2.60 

2.70 

.65 

.86 

3.26 

.70 

.80 

.90 

2.60 

3.00 

.76 

.80 

3.26 

3.60 

.90  1.36 

.90  1.60 

3.26  6.00 

.66  .70 


.66  .66 

.66  .76 

2.60  3.00 


.60  .76 

8.00  8.26 


'  \RROTS 


■i.  Sliced,  No.  2 . 72% 

••T^  O  AA 


No.  10  . — . 

_ ....  3.00 

4.26 

d.  Diced,  No.  2 . 

_  .66 

.76 

No.  10  . 

_  3.00 

3.26 

^AS  AND  CARROTS 

d.  No.  2 . . 

. 67% 

.80 

ancy  No.  2......„ _ _...... 

. 80 

1.10 

.62%  .66 
2.76  3.00 


.86  .90 

1.10  . 

3.36  . 

.96  . 

8.60  _ 


.66  .70 


Eastern 
Low  High 


CORN — Wholegrain 


.80 

.87% 

5.00 

.83% 

No.  10  . .  .. 

Ex.  .SSM  Nn  9. . 

4.50 

.76 

Nn.  1ft  . 

5?til  TJo  9 . 

.70 

No.  10  _ 

White,  Ex.  Std.  No.  2 _ 

Nn  1ft  . 

.67% 

.75 

Std.  No.  2  _ 

.62% 

.65 

No.  10  . . . 

Shoepeg,  Fancy  No.  2.—.....—.. 

.80 

.87% 

No.  10 
Ex.  Std.  No.  2..— 

No.  10  _ 

Std.  No.  2 _ 

CORN — Creamstyle 
Yellow,  Fancy  No.  2..............~ 

No.  10  . - 

Ex.  Std.  No.  2 . . 

Na  10  . . 

Std.  No.  2 . . 

No.  10  . 

White,  Fancy  No.  2 . 

No.  10  . . 

Ex.  Std.  No.  2 . 

No.  10  . 

Std.  No.  2 . 

No.  10  . 

HOMINY 

Std.  Split,  No.  1,  Tall . 

No.  2%  . . . . 

No.  10  . . 

MIXED  VEGETABLES 

Fey.,  No.  2 . 

No.  10  . 

Std.,  No.  2 . 

No.  10  . . . 


6.00  6.00 

.76  .76 


.60 


.70 


.77%  .86 

3.76  4.26 

.66  .77% 

.  4.26 


.70  .87% 

4.12%  4.26 
.62%  .73 

3.26  . 

.57%  .62% 

3.16  . 


.77%  .86 
2.00  2.60 


.76 

4.00 

.60 

3.00 


.86 

4.60 

.75 

4.00 


PEAS 


No.  2  Fancy  Sweets,  2s . 

1.12% 

1.26 

No.  2  Fancy  Sweets.  38 . . 

1.00 

1.10 

No.  2  Fancy  Sweets,  48 . . 

.92% 

.95 

No.  2  Fancy  Sweets,  6s . 

.95 

1.00 

No.  2  Ex.  Std.  Sweets,  2s.......... 

.92% 

No.  2  Ex.  Std.  Sweets,  3s.......... 

.87% 

.90 

No.  2  Ex.  Std.  Sweets.  48.......... 

.82% 

.86 

No.  2  Ex.  Std.  Sweets,  68.......... 

.77% 

.82% 

No.  2  Std.  Sweets,  28................ 

No.  2  Std.  Sweets,  3s„ . 

.90 

No.  2  Std.  Sweets,  ds..........^.... 

.85 

No.  2  Std.  Sweets,  68 . 

.67% 

No.  10  Std.  Sweets,  2s . 

. 

No.  10  Std.  Sweets,  Ss . 

No.  10  Std.  Sweets,  48 . . 

No.  10  Std.  Sweets,  68 . . 

4.26 

No.  2  Fey.  Alaska,  Is................ 

1.30 

No.  2  Fey.  Alaska,  28 . . 

1.25 

1.60 

No.  2  Ex.  Std.  Alaskas,  Is...... 

1.16 

No.  2  Ex.  Std.  Alaskas,  28„_„ 

.85 

No.  2  Ex.  Std.  Alaskas,  Ss....- 

.77% 

.80 

No.  2  Ex.  Std.  Alaskas,  48....- 

.72% 

.85 

No.  2  Ex.  Std.  Alaskas,  6s _ _ 

Na  10  Ex.  Std.  Alaskas.  Is...— 

No.  10  Ex.  Std.  Alaskas,  2s _ - 

6.00 

6.26 

No.  10  Ex.  Std.  Alaskas,  8s.... 

4.00 

.76 

No.  2  Std.  Alaskas,  Ss.. . — 

.70 

■.70 

No.  2  Std.  Alaskas,  48 _ _ 

.65 

.67% 

No.  2  Std.  Alaskas,  6s . —..... 

No.  10  Std.  Alaskas,  Is......— 

6.00 

No.  10  Std.  Alaskas,  2s—..—— 

4.00 

4.60 

No.  10  Std.  Alaskas,  Ss....-....— 

3.76 

3.76 

Na  10  Std.  Alaskas,  48..-....— 

3.10 

3.50 

No.  10  Std.  Alaskas,  Ss....— ...... 

No.  2  Ungraded . — 

.65 

.65 

Soaked,  28 . — 

.42% 

lOs  . — . . 

2.26 

lUB  . . . ^.20 

Blackeye,  28,  Soaked....................  .67% 

lOs  . .  2.70 


PUMPKIN 

Nn:'5!%  . . 

.86 

No.  8  ■ . 

No.  10  . . .  . 

SAUER  KRAUT 

.50 

Na  2%  - - 

.55 

.70 

Va  R  . . . 

No.  10  . . 

1.86 

2.26 

SPINACH 

No.  2  . . 

.76 

-.77% 

No.  2%  _  - 

.95 

1.00 

No.  10  . . 

3.26 

3.35 

SUCCOTASH 

Std.  No.  2,  Gr.  Com,  Dr.  Limas. 

.76 

.86 

Std.  No.  2,  Gr.  Cora.  F».  Limas. 

.90 

1.10 

Triple,  No.  2 _ _ _ 

.96 

Central  West  Coast 

Low  High  Low  High 


.80  .96 

4.50  5.60 


.86 

.96 

4.25 

5.00 

.65 

.70 

3.60 

4.00 

_ 

.60 

3.60 

.80  , 

.95 

“Ti 

.70 

. 

3.25 

4.00 

.62% 

.65 

3.25 

3.40 

.60 

.66 

i.io 

2.00 

2.36 

1.16 

1.36 

1.10 

1.40 

1.00 

1.20 

1.00 

1.30 

.96 

1.26 

1.00 

1.20 

.90 

1.15 

1.05 

1.10 

.90 

1.26 

1.16 

1.20 

.80 

1.10 

.96 

1.16 

.76 

1.10 

.90 

1.10 

.77%  1.00 

1.00 

1.06 

.86 

1.00 

. 

. 

.80 

.96 

1.10 

1.16 

.77%  1.00 

.80 

1.10 

.70 

.80 

.76 

.96 

6.00 

6.76 

ir-iiis 

6.00 

6.26 

4.76 

6.00 

4.26 

4.76 

4.60 

4.76 

3.60 

4.76 

4.26 

4.60 

1.26 

1.40 

1.40 

1.60 

1.16 

1.30 

1.46 

1.10 

1.10 

1.20 

1.30 

1.05 

1.25 

1.26 

1.30 

.86 

1.10 

1.20 

1.30 

.80 

1.10 

1.20 

.76 

.90 

.96 

1.10 

1.00 

1.05 

6.26 

. 

6.60 

6.60 

. 

4.00 

6.60 

-iiirTt 

.80 

1.00 

.67% 

.77% 

.90 

.100 

.66 

.70 

.85 

.90 

.66 

.65 

.80 

.90 

5.00 

******* 

3.50 

4.00 

4.50 

4.75 

3.25 

4.00 

4.26 

4.60 

. 

. 

4.00 

4.60 

.90 

.96 

.60 

.60 

.67% 

.60 

2.60 

3.60 

. 

.66 

. . 

.80 

.66 

.70 

1.00 

.80 

.86 

3.60 

2.40 

2T6 

.66 

.62% 

.66 

.66 

.76 

.80 

2.60 

2.85 

2!60 

2I0 

.60 

.70 

.86 

1.00 

.85 

.96 

l.OO 

1.36 

2.76 

3.25 

3.40 

4.30 

1.06  1.20 
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Central 


West  Coast 


SWEET  POTATOES 
Fey.,  No.  2,  Dry  Pack.. 


No.  2%  . 

No.  3  . 

No.  10  .  3.25 

TOBAATOES 

Fancy,  No.  2 . 


No.  3  . 

No.  10  . 

Ex.  Std.,  No.  1.. 


No.  3 


TOMATO  PUREE 

Std..  No.  1,  Who.  St.  1.04.. 

No.  10  . 

Std.,  No.  1.  Trim  1.03B . 


TOMATO  JUICE 

No.  1  . 

No.  303 . 


TURNIP  GREENS 
No.  2  . 


Low  High 

Low  High 

Low  High 

.67% 

.70 

.82% 

.87% 

2.75 

3.00 

.  v 

.75 

.75 

1.20 

1.20 

.97%  1.10 

1.00 

1.50 

1.50 

3.25 

3.60 

Solid  Pack 

.90 

1.05 

1.10 

.92% 

.95 

1.20 

1.25 

1.36 

1.25 

1.27% 

3.90 

4.00 

.45 

.47% 

.76 

.75 

.80 

.67% 

.80 

1.00 

1.25 

.95 

1.10 

.97% 

3.20 

3.50 

3.00 

3.50 

3.10 

With  puree 

.38 

.42% 

.40 

.42% 

.60 

.62% 

.69 

.67% 

.65 

.67% 

.65 

.65 

.85 

.95 

.85 

.90 

.80 

.82% 

.95 

1.00 

.97% 

2.75 

3.10 

2.75 

3.00 

2.75 

2.80 

.40 

.40 

3.00 

3.00 

3.60 

3.00 

3.25 

.37% 

.35 

.40 

.62% 

2.75 

2.50 

2.75 

2.76 

2.80 

.40 

.45 

.40 

.50 

.55 

.60 

.75 

2.75 

3.00 

3.00 

3.25 

2.76 

2.85 

.76 

.65 

.67% 

1.00 

.85 

.90 

3.50 

3.75 

2.90 

3.00 

CANNED  FRUITS— Continued 


Canned  Fruits 


apples 


No.  10,  water . 

No.  10,  standard  heavy  pack.. 
No.  10.  fancy  heavy  pack . 


APPLE  SAUCE 

No.  2  Fancy . 

No.  10  - 

No.  2  Std . 

No.  10  . . . 

APRICOTS 
No.  2%,  Fancy— 
No.  2^,  Choice.... 
No.  2%.  Std - 


2.35 

2.55 

2.85 


.70 

3.00 

.60 

2.75 


2.90 

3.25 


.80 

3.25 


GRAPEFRUIT  SECTIONS 


Florida 


8  os . — - - - 

No.  2  - - 

No.  6  . 

GRAPEFRUIT  JUICE 

8  os . 

No.  1 


.80 

2.25 


.85 

2.40 


No.  300 
No.  2  ... 
No.  6  .... 


PEARS 

Keifer,  Std.,  No.  2% . 

No.  10  . . 

Choice,  No.  2% . 

No.  10  . . . 

Bartlett,  Fancy,  No.  2%.. 

Choice,  No.  2% . 

Std.,  No.  2>4 . 

No.  10,  Water„_ _ _ 

No.  10,  Syrup — — 
No.  10  Pie,  S.  P . 


1.35  1.35 


1.65  1.90 

r!37^ ;;;;;;; 
Leo  6"35 


PEACHES 

Fey.,  Y.  C.,  No.  2% - - 

Choice,  No.  2% . . . 

Std..  No.  2% . — 

Ex.  Std.,  Slic.  Yel.,  No.  1  Tails 

Seconds,  Yel.,  No.  2%..- . . 

No.  10,  Fancy . . 

Peel^,  No.  10,  Solid  Pack.... 

PINEAPPLE 

Hawaiian,  Slic.,  Fancy,  No.  2.. 

No.  2%  _ 

Std.,  No.  2 . — 

No.  2%  . — 

Sliced,  Standard,  No.  10 . 

Shredded,  Syrup,  No.  10 . 

Crushed,  Ex.  Std.,  No.  10.......... 

PINEAPPLE  JUICE 

BuSet  . . 

No.  211  . . 

No.  2  . . . 

No.  2%  _ 

No.  10 


.70  . 

3.35  . 

Texas 

”.*80 

"’.'5214  .55 


2.90  3.00 

0*5  3."25 


1.65  1.70 

1.35  1.40 

1.20  1.25 

California 


1.70 

1.75 

1.55 

1.60 

1.35 

1.37% 

3.26 

3.50 

6.60 

6.75 

3.25 

3.60 

1.40 

1.45 

1.22% 

1.35 

1.12% 

1.20 

.77% 

.80 

1.00 

1.10 

4.30 

4.75 

4.00 

4.35 

1.50  _ 

1.80  . 

1.40  _ 

1.65  ....... 

5.85  6.10 


.52% - 

.72% - 

l.OB  _ 

1.50  _ 

2.40  _ 

6.00  _ 


Eastern 
Low  High 


Central 
Low  High 


West  Coast 
Low  HiKh 


FRUITS  FOR  SALAD 


Fey.,  No.  2%.. 
No.  10  . 


BLACKBERRIES 

Std.,  No.  2 . 

No.  3  . 

No.  10,  water.... 
No.  2,  Preserved.... 
No.  2,  Syrup . 


BLUEBERRIES 

No.  2  . . 1.35  1.45 

No.  10  .  4.85  5.75 

CHERRIES 

Std.,  Red,  Water,  No.  2............  1.07%  1.10 

Std.,  White,  Syrup,  No.  2....„ .  . 

Ex.  Std.,  Preserved,  No.  2 . 

Red  Sour  Pitted,  No.  2 .  1.10  1.20 

Red  Sour  Pitted,  No.  10 _ .......  5.35  5.50 

R.  A.  Fey.,  No.  2% . . . 

Choice,  No.  2% . 

Std.,  No.  2% . .  . 

GOOSEBERRIES 

Std.,  No.  2 . . . 

No.  10  . — . 


1.45 

5.50 


1.50 

6.00 


2.05 

7.25 


1.10 

si'so 


2.20 

7.40 


1.15 

l'ib 


1.15 

5.25 


1.20 

5.50 


RASPBERRIES 


1.45 

1.50 

.  1  fiR 

No.  10  . 

7.50 

6.00 

.  7.00 

Red,  Water,  No.  2 . 

No.  10  . 

.  7.26 

7.50 

5.00 

.  7.00 

™  1.76 

1.40 

1.60 

.  2. in 

Red,  Sinmp,  No.  2 . 

.  2.10 

1.35 

5.00 

2.10 

1.90 

1.80 


2.15 

2.15 

1.85 


STRAWBERRIES 

Ex.  Pres.,  No.  1 _ 

No.  2  _ 

Pres.,  No.  1 . 

No.  2  . 

Std.,  Water,  No.  10. 


Canned  Fish 


HERRING  ROE 

10  oz . — . .  .70 

No.  2,  19  oz . .  1.25 

No.  2,  17  oz .  1.12% 

LOBSTER 


%  lb. 
%  lb. 


OYSTERS 

Std.,  4  oz. . 

6  oz.  . 

8  oz.  . . 

10  oz . 

Selects,  6  oz.. 


6.60 

6.50 

3.25 

3.25 

3.00 

1.95 

1.96 

Soil 

.95 

1.05 

1.00 

.90 

1.80 

2.10 

1.90 

2.20 

1.80 

SALMON 

Red  Alaskas,  Tall,  No.  1 _ _ 

Flat,  No.  % . . . 

Cohoes,  Tall,  No. 

Flat,  No.  1 . 

No.  %  . . 

Pink,  Tall,  No.  1 . . 

Flat,  No.  % . . 

Sockeye  Flat,  No.  1............— 

No.  %  . . 

Chums,  Tall,  No.  1 . . 

Medium,  Red,  Tall . ..„ 

SHRIMP 


No.  1,  Small _ 

No.  1,  Medium.. 
No.  1,  Large. . 


SARDINES  (Domestic)  Per  Case 

%  Oil,  Key . 

%  Oil,  Keyless . — ....  . 

%  Oil,  Tomato,  Carton . — . 

%  Oil,  Carton . —  . 

%  Mustard,  Keyless . .  . 

Calif.  Oval  No.  1,  24’s . — . 

Calif.  Oval  No.  1,  48’s . 


TUNA  FISH,  Per  Case 

Fey.,  Yel.,  Is,  24’s . 

Fey.,  Yel.,  Is,  48’8 . . 

%s  . 

¥48  . 

Light  Meat,  Is . — 


1.15 

1.50 


1.25 

1.75 


1.90 

1.60 

1.60 

’iIS'b 

1.05 

.76 


1.95 

1.60 

1.80 

2.25 

1.30 

1.10 


1.76 

.95 

1.50 


1.85 

1.00 

1.75 


Southern 
I’.’l's  1.’20 


1.70 

3.25 


1.70 

3.30 


10.00  11.60 
5.75  6.30 

3.90  4.20 

10.00  10.50 
5.25  5.50 

3.65  3.85 
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WHERE  TO  BUY 


the  Machinery  and  Supplies  you  need,  and  the  Leading  Houses  that  supply  them. 
Consult  the  advertisements  for  details. 


ADHESIVES. 

Dev/ey  &  Almy  Chemical  Co.,  Cambridge,  Maas. 

ADJUSTEHS  for  Detachable  Chaina. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wia. 

AGITATORS 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 
Baskets,  Wire,  Scalding,  Pickling,  etc.  See 
Cannery  Supplies. 

BASKETS,  Picking. 

Planters  Mfg.  Co.,  Portsmouth,  Va. 

Riverside  Manufacturing  Co.,  Murfreesboro,  N.  C. 

BEAN  SNIPPER,  Green  String. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BEET  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  I. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BELTS,  Cloth,  Rubber,  Wire,  Etc. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Globe  Woven  Belting  Co.,  Inc.,  Buffalo,  N.  Y. 

La  Porte  Mat  and  Mfg.  Co.,  La  Porte,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BLANCHERS,  Vegetable  and  Fruit. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOILERS  AND  ENGINES,  Steam. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOOKS,  on  Canning,  Formula,  Etc. 

A  Complete  Course  in  Canning. 

A  History  of  the  Canning  Industry. 

Ihe  Almanac  of  the  Canning  industry. 

BOX  (Corrugated)  SEALING  MACHINES. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOXES.  Lug,  Field,  Metal. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 


BOXING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Westminster  Mach.  Wks.,  Westminster,  Md. 

BROKERS. 

Phillips  Sales  Co.,  Cambridge,  Md. 

BURNERS,  OU,  Gas,  GasoUne,  Etc. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CAN  MAKERS'  MACHINERY. 

C.  ineron  Can  Mchy.  Co.,  Chicago,  Ill. 

ANNED  FOODS. 

Piiillips  Packing  Co.,  Cambridge,  Md. 

1:  i.'lips  Sales  Co.,  Cambridge,  Md. 

CANS,  Tin,  All  Kinds. 

A  ..erican  Can  Co.,  New  York  City. 

itinental  Can  Co.,  New  York  City. 

C  .  v^n  Can  Co.,  Philadelphia,  Pa. 

kin  Can  Co.,  Cincinnati,  Ohio. 

■'  •'lonal  Can  Co.,  Inc.,  New  York-Baltimore. 
ips  Can  Co.,  Baltimore,  Md. 

Hips  Can  Co.,  Cambridge,  Md. 

CAN  SEALING  COMPOUND. 

'.vey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

"  AN  TESTING  MACHINERY, 
neron  Can  Machinery  Co.,  Chicago,  Ill. 

:AN  WASHING  MACHINES. 
sholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


CANNERY  SUPPLIES. 


CORN  SHAKERS. 


Ayars  Machine  Co.,  Salem,  N.  I. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  In^anapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

CAPPING  MACHINES,  Soldering. 

Ayars  Machine  Co.,  Salem,  N.  I. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Capping  Steels,  Soldering.  See  Cannery  Sup. 

CARRIERS  AND  CONVEYORS,  Spiral. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Catsup  Machinery.  For  the  preparatory  work: 
see  Pulp  Mchy. 

CHAIN  ADJUSTERS. 

F.  Hamachek  Machine  Co.,  Kewaunee,  Wis. 

CLEANING  AND  GRADING  MACHY.,  Fruits. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

CLOCKS,  Process  Time. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CLOSING  MACHINES,  Open  Top  Cans. 

Cameron  Can  Mchy.  Co.,  Chicago,  HI. 

CONVEYORS  AND  CARRIERS,  Canners. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Globe  Woven  Belting  Co.,  Inc.,  Buffalo,  N.  Y. 

La  Porte  Mat  &  Mfg.  Co.,  La  Porte,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

COOKERS,  Continuous,  Agitating. 

Ayars  Machine  Co.,  Salem,  N.  J. 

BerUn-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

COOLERS,  Continuous. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


COPPER  COILS,  for  tanks. 


Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CORN  TRIMMERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Mach.  Corp.,  Hoopeston,  Ill. 

Sinclair  Scott  Co.,  Baltimore,  Md. 

United  Co.,  Westminster,  Md. 

CRANES  AND  CARRYING  MACHINES. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore.  Md. 

CRATES,  Iron  Process. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CUTTERS,  Vegetable,  Mincemeat,  Etc. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

DECORATED  TIN  (or  Cans,  Caps,  Etc.). 

American  Can  Co.,  New  York  City. 

Continental  Can  Co.,  New  York  City. 

Crown  Can  Co.,  Philadelphia,  Pa. 

National  Can  Co.,  New  York-Baltimore. 

DEXTROSE,  Sugar. 

Com  Products  Sales  Co.,  New  York,  N.  Y. 

ENAMELED  BUCKETS,  PAHS.  Etc. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

ENSHAGE  DISTRIBUTORS. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wia. 

EVAPORATING  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

EXHAUST  BOXES. 

Ayars  Machine  Co.,  Salem,  N.  ). 

BerUn-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Dl. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FACTORY  TRUCKS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  DL 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FIBRE  CONTAINERS  lor  Food  (not  heimetlcallT 
sealed). 

American  Can  Co.,  New  York  Ci^. 

Continental  Can  Co.,  New  York  City. 


Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Copper  Jacketed  Kettles.  See  Kettles,  Copper. 

CORN  COOKER-FHLERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CORN  CUTTERS, 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  lU. 
Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TTie  United  Co.,  Westminster,  Md. 

CORN  HUSKERS  AND  SHKERS. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falla,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 


FHLING  MACHINES,  Can. 

Ayars  Machine  Co.,  Salem,  N.  J. 
BerUn-Chapman  Co.,  BerUn,  Wis. 
Chisholm-Ryder  Co.,  Niag[ara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Dl. 

E.  J.  Judge,  Alameda,  Cal. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FINISHING  MACHINES,  Catsup,  Etc. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

GENERAL  AGENTS  lor  Machinery  Mbs. 
BerUn-Chapman  Co.,  BerUn,  Wis. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Dl. 
F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

GLASS  LINED  TANKS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

HYDRAULIC  CONVEYING  EQUIPMENT. 
BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm  Ryder  Co.,  Niagara  Falls,  N.  Y. 
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INSURANCE,  Canncn. 

Canners*  Exchange,  Lansing  B.  Warner,  Chicago. 
Jacketed  Kettles.  See  Kettles,  Copper. 

lACKETED  PANS,  Steam. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KETTLES,  Copper,  Plain  or  Jacketed. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Kettles,  Enameled.  See  Glass-Lined  Tanks. 
KETTLES,  Process. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y, 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KNIVES,  Miscellaneous. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

KRAUT  CUTTERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ul. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KRAUT  MACHINERY. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co..  Inc.,  Baltimore,  Md. 

LABELING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Westminster  Mach.  Co.,  Westminster,  Md. 

LABEL  MANUFACTURERS. 

Gamse  Litho.  Co.,  Baltimore,  Md. 

R.  J.  Kittredge  &  Co.,  Chicago.,  Ill. 

Piedmont  Label  Co.,  Bedford,  Va. 

Simpson  &  Doeller  Co.,  Baltimore,  Md. 

LABORATORIES,  for  Analyses  of  Goods,  Etc. 
National  Canners  Assn.,  Washington,  D.  C. 

MILK  CONDENSING  AND  CANNING  MCHY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

MIXERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

OYSTER  CANNERS'  MACHINERY. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N,  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  C^.,  Inc.,  Baltimore,  Md. 

PAILS,  Rubber. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 
PASTE,  CANNERS'. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 
F.  H.  Langsenkamp  6  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEA  HULLERS  AND  VINERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

PEA  AND  BEAN  SEED. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn, 
(^latin  Valley  Seed  Co.,  Bozeman,  Mont. 

D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

PEA  CANNERS'  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 


PEA  VniER  FEEDERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEELING  KNIVES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEELING  TABLES,  Continuous. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PINEAPPLE  MACHINERY. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore.  Md. 

PRESERVERS'  MACHINERY. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PULP  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Coloration,  Hoopeston,  HI. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PUMPS,  Air,  Water.  Brine.  Syrup. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  6  Co.,  Inc.,  Baltimore,  Md. 

SEALING  MACHINES,  Box. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SCALDERS,  Tomato,  Etc. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SEEDS,  Canners',  AH  Varieties. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Coim. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

SEED  TREATMENT. 

Bayer  Semesan  Co.,  Wilmington,  Del. 

Rohm  &  Haas  Co.,  Inc.,  Philadelphia,  Pa. 

SEWAGE  DISPOSAL. 

Berlin  Chapman  Co.,  Berlin,  Wis. 

Chisholm  Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Mach.  Corp.,  Hoopeston,  HI. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SHEET  METAL  WORKING  MACHINERY. 

Cameron  Can  Mchy.  Co.,  Chicago,  HI. 

SIEVES  AND  SCREENS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 

SILKING  MACHINES. 

BerUn-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 

SPEED  REGULATING  DEVICES  (for  Machines. 
Belt  Drives.  Etc.). 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

E.  J.  Judge,  Alameda,  Cal. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

STENCILS,  Marking  Pots  and  Brushes,  Brass 
Checks,  Rubber  and  Steel  Type,  Burning 
Brands,  Etc. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


STIRRERS  FOR  KETTLES. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

STRING  BEAN  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

^isholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SUGAR. 

Com  Products  Sales  Co.,  New  York,  N.  Y. 

SYRUPING  MACHINES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

E.  J.  Judge,  Alameda,  Calif. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TANKS,  Metal. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Hi. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TANKS,  Glass  Lined,  Steel. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

TANKS,  Wooden. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  CANNING  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  JUICE  MACHINERY. 

BerUn-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

F,  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  PEELING  MACHINE. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  SEED. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
D.  Landreth  Seed  Co.,  Bristol,  Pa. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

TOMATO  WASHERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Coiporation,  Hoopeston,  HI. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

VACUUM  PANS 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

VEGETABLE  CUTTERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

VINERS  AND  HULLERS. 

Chisholm-Ryder  Co.,  NiMara  Falls,  N.  Y. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

WASHERS,  Can  and  Jar. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

WASHERS,  Fruit,  Vegetable. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 
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PLANTS 

OF  THE 

PHELPS  CAN  CO 

MANUFACTURERS  OF 

TIN  CANS 

CAPACITY  600  MILLION  CANS  PER  YEAR 

^  MAIN  OFFICE  ^ 

BALTIMORE  MD. 


AVARS  IMPROVED  UNIVERSAL  TOMATO  FILLER 


also  For  Cut  String  Beans 


JUICE 

ADJUSTMENT 


For  filling  Whole  Tomatoes 


Measures  each  can  full  alike  with¬ 
out  crushing. 


Measured  amount  of  juice  deliver¬ 
ed  in  empty  can. 


Shaker  Fruit  adjusting  plate. 


Compression  adjustment 


Can  adjust  to  any  weight  desired. 


Prices  on  request. 


AVARS  MACHINE  COMPANY 

SALEM,  NEW  JERSEY 


They’re  building  toward  the  PEAK  of  the  PACK  for  ’39 ! 
They’re  affixing  TODAY’S  dating  to  a  SERVICE 
background  of  thirty  years  !  “NATIONAL”  strides 
forward  .  .  .  consolidates  forces  for  YOUR  advantage 
.  .  .  provides  advisory,  technical  and  mechanical  fea¬ 
tures  to  meet  the  daily  PACK ! 


At  “NATIONAL"  Men  Wo^lkUUf,. . 


to  HELP  YOU! 


